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Newspapers 
8  employers 

click  here. 


GareerPath.com,  the  Web's  leading  recruitment  site, 
has  powerful  solutions  for  your  advertisers  that 
generate  additiorral  revenue  for  you. 


CareerPath.com  combines  the  depth  of  your  local 
coverage  with  the  national  reach  of  the  Internet  to  offer 
advertisers  one-stop  shopping  for  all  their  recruitment 
needs.  Created  by  newspapers  for  newspapers, 
CareerPath. corn's  products  are  designed  to  be 
implemented  quickly,  easily  and  to  complement  your 
existing  sales  efforts. 

Find  out  how  Careerpath.com  can  deliver  a  more 
efficient  buy  for  your  advertisers  by  calling  Ira  Gordon  at 
516.764.0790  or  email  ira@careerpath.com. 


(^CareerPath  •I 


,com 

where  employers  and  employees  dick. 
www.careerpath.com 


Independent  Newspapers  Limited 

one  of  New  Zealand’s  laigest  media  companies 
has  sold  the  assets  of 

West  Coast  Community  Newspapers,  Inc. 

publisher  of 

12  community  newspapers,  an  arts  and  entertainment  weekly  and  a 
boating  newspaper 


Central  Valley  Publishing,  Inc. 

We  initiated  the  transaction,  acted  as  financial  advisor  to  and 
assisted  in  the  negotiations  as  the  representative  of 
Independent  Newspapers  limited 

July  1998 


Veronis,  Suhler  &  Associates  Inc 


KEVIN  M.  LAVALLA 

Xtanaxinj^  Director 
lavallak@vsacomm.com 


ROBERT  J.  BROADWATER 

Manaojn^O^  Dirrcfor 
broathi^'atci^vsacomm.com 


Maximizing  value  in  a  complex  transaction.  When  Independent  Newspapers  Limited,  one  of  New  Zealand’s  laigest 
media  companies,  decided  to  sell  its  California-based  West  Coast  Community  Newspapers,  they  turned  to  the  proven 
expertise  and  experience  of  Veronis,  Suhler.  In  a  highly  confidential  process,  VS&A  professionals  produced  maximum 
value  for  its  client. 

Since  its  founding  in  1981,  VS&A  has  completed  more  than  400  communications  industry  transactions  with  an  aggregate 
value  in  excess  of  $20  billion,  including  more  than  $900  million  in  newspaper  transactions.  We  have  worked  with  —  and 
completed  transactions  in  —  aU  major  segments  of  the  newspaper  publishing  industry,  including  major  and  small  market 
dailies,  suburban  and  alternative  weeklies,  legal  publications  and  business  journals. 

Veronis,  Suhler  assists  owners  of  newspapers  and  other  media  companies  to  maximize  the  value  of  their  holdings  by 
providing  a  broad  range  of  financial  advisory  services,  including; 

■  Mergers  and  Acquisitions  ■  Recapitalizations  ■  Valuations 

■  Debt  and  Equity  Financing  ■  Fairness  Opinions  ■  Research 

Please  call  to  learn  more  about  VS&A’s  financial  advisory  services  or  discuss  possible  initiatives  in  complete  confidence. 

Investment  bankers  to  the  communications, 
media,  publishing,  broadcasting,  interactive 
digital  media,  and  information  industries. 

350  PARK  AVENUE  •  NEW  YORK,  NY  10022  •  PHONE:  (212)  935-4990  WEB  SITE:  WWW.VSACOMM.COM 


Veronis,  Suhler  &  Associates  Inc. 


Daily  News 


Jji 


James  Sanders, 
journalist  and  author 


THE  FOURTH  ESTATE 


August  22,  1998 


NEWS 


DEPARTMENTS 


SECTIONS 


Business  Cycle  Headed  Downward? 

Newspaper  stock  tumble  suggests  declinmg  growth 


Newspeople 
In  The  News 


Calendar 


Obituaries 


Feds  Get  Journalist’s  E-Mail 

The  Justice  Department's  case  against 
an  unpopular  journalist  is  a  lesson  for  all  journalists 


Editorial 


Marketing/ 

Advertising 

The  Houston  Chronicle’s 
Video  Guide  Success 


Letters  To  The  Editor 


The  $60,000  Question 

Did  the  LA.  Daily  News  cross  the  line  whett  it  donated 
money  to  a  controversial  local  cause? 


Stock  Quotes 


Medial NEO.  com 
Weekly 

Merger  Creates 
City  Guide  Superpower 


Above  The  Fold 


NYT  Stands  Firm  On  Story 

A  nasty  feud  between  the  New  York  Times 
and  a  Cuban  group  heats  up 


Newsprint  Notes 

20 

Newspaper 

Recruitment 


Technology/ 

Post-press 

Dayton  Lines  Up 
For  Storage 


‘F’  In  Morality 

Editors  and  publishers  fail  Clinton  in  moral  leadership; 
give  him  a  ‘B'for  the  economy 


Syndicates/ 
News  Services 
KRT  Or  Not  KRT? 

That  May  Be  The  Question 


Circulation 


All  Monica,  All  The  Time 

Monicacam,  a  goof  started  by  a  D.C.  bureau  chief 
draws  big  audiences 


Shop  Talk  At  Thirty 


Classified 


lii^^niakers 
annrnvp  nlan 


Daily  News  defends  cash  donatk^  to  secession  movement 


PAGE  12 


Monica!  Monica!  PAC 


http://www.mediainfo.com 


August  22, 1998 


The  Reviews 
Are  In 

:  iijhe  venerable  St  Pelmbitrg  Times 
:  may  be  the  best  independent  newspaper 
in  America.  ...many  joumalists  consider 
1  (it)  the  nation’s  finest  local  newspaper^ 

I  —James  V.  Risser,  Amrican Journalism  Rnnew, 
^  June  1998.  _ 

I  newspaper-rich  Florida,  this  old 
;  reliable  continues  to  stand  out,  with 
I  enterprising  reporting,  crafted  writing 
and  a  knack  for  breeding  future  stars. 

—  Time  magazine  article  on  the 
nation’s  best  newspapers,  Sept.  29,  1997. 

^^The  depth  of  (French’s)  treatment 
i  of  this  story  and  the  skill  he  wrote  it 

I  with  was  extraordinary.^^ 

1  _  Tod  Rawson,  chainnan  of  tlie  1998  , 

1  Pi4e  feature  jury,  on  Times  reporter  Tom  French  s 
'  award^vinning  series. 

^^...the  St.  Petersburg  Times  sets  a 
standard  for  state  government 
coverage. 

Charles  Layton  and  Mary  Walton. 

American  Journalism  Review,  July  1998. 

We  take  on  important  stories  to  serve 
readers,  not  to  win  praise.  But  we’re 
honored  when  our  work  is  recognized. 

It  is  a  point  of  pride  that  fuels  our 
passion  to  make  the  Si.  Petersburg  Times 
Florida’s  Best  Newspaper. 

^t-Pdersburg  Slimes 

Florida’s  Best  Newspaper 
www.sptimes.com 


VSR 


CALENDAR 


AUGUST 

30-4  National  Press  Photographers  Association  Visual 
Edge  Catnference,  Poynter  Institute,  University'  of 
Florida  and  St.  Petersburg  Hilton,  St.  Petersburg,  Fla. 

SEPTEMBER 

10-12  American  Copy  Editors  Society' Annual  Convention, 
Marriott,  Portland,  Ore. 

10- 12  Society  of  News  Design  Workshop  and  Exhibition, 

Philadelphia  Marriott,  Philadelphia 

11- 12  Pew  Center  for  Civic  Journalism,  Seminar  on  Social 

Security,  Grand  Hyatt,  Washington,  D.C. 

11-13  Religion  Newswriters  Association  Annual  Meeting, 
Sheraton  C^olony  Square  Hotel,  Atlanta 
17-19  Annual  Mid-America  Newspaper  Conference,  Lake 
of  the  Ozarks  Holiday  Inn,  Lake  Ozark,  Mo. 

17-19  Independent  Free  Papers  of  America  Fall  Conference, 
St.  Louis  Aiq^ort  Marriott,  St.  Louis 
17-19  MDD(]  Press  Association  Annual  Convention, 
Harbourtowne,  St.  Michaels,  Md. 

17-20  New  England  Newspaper  Operations  Association 
Annual  C^onference,  Marriott,  Portland,  Maine 
17-20  Western  C^lassified  Advertising  Conference,  Cheyene 
Mountain  Conference  Resort,  Colorado  Springs, 
Colo. 

23-25  America  West  ’98,  John  Ascuaga’s  Nugget,  Reno,  Nev. 
23-26  National  C^onference  of  Editorial  Writers  Annual 
Convention,  C^hateau  Laurier,  Ottawa.  C^anada 

23- 27  Suburban  Newspapers  of  America  Fall  Publishers/ 

Retail  Ad  Managers  Meeting,  J.W  Marriott, 
Washington,  D.C. 

24- 26  National  Newspaper  Association  Convention  and 

Trade  Show,  The  Nugget,  Reno,  Nev. 

30  Newspaper  Features  Council  Meeting.  Ritz-Carlton 
Kansas  City,  Kansas  City,  Mo. 

30-3  American  Association  of  Sunday  and  Feature  Editors 
Annual  Convention,  Ritz-Carlton  Kansas  City',  Kansas 
City,  Mo. 

OCTOBER 

5-7  Editor  &  Publisher  Online  Classifieds  Industry' 
Symposium, Adam’s  Mark  Hotel,  St.  Louis 
8-11  Society  of  Environmental  Journalists  Annual 
Conference,  Chattanooga.Tenn. 

14-17  Associated  Press  Managing  Editors  Annual 

c:onference,  Disneyland  Hotel,  Anaheim,  Calif. 

19- 22  Advertising  Media  Credit  Executive  Association 

International, Tropicana  Hotel,  Las  Vegas 

20- 22  International  Newspaper  Group  Conference, 

Marriott  Biscayne  Bay  Hotel,  Miami 
22-24  Society  of  Professional  Journalists  National 

CTmvention,  Sheraton  Universal  Caty/Universal  City' 
Hilton  &  Towers,  Los  Angeles 


August  September  October 


S  M 

T 

W 

T  F 

S 

S 

M 

T 

W  T  F  S 

S  M  T  W 

T 

F  S 

1 

1 

2  3  4  5 

1 

2  3 

2  3 

4 

5 

6  7 

8 

6 

7 

8 

9  10  11  12 

4  5  6  7 

8 

9  10 

9  10 

11 

12 

13  14 

15 

13 

14 

15 

16  17  18  19 

11  12  13  14 

15 

16  17 

16  17 

18  19 

20  21 

22 

20 

21 

22 

23  24  25  26 

18  19  20  21 

22  23  24 

25  26  27  28  29  27  28  29  30  25  26  27  28  30  31 


2  Editor  &  Pl  BLISHER 


http://www.mediainfo.com 


August  22, 1998 


STOP  THE  PRESSES 


BY  STEVE  ()irriN( 


How  E-Mail  Can  Trim 
Print  Fulfillment  Costs 

New  systems  allow  print  publishers  to  use  the  Internet  as  an  efficient 
new  way  for  customers  to  renew  their  subscriptions 


Magazine  and  newspa¬ 
per  publishers  face  huge 
expenses  in  getting  sub¬ 
scribers  tt)  renew.  Those 
annoying  letters  subscribers  get  in  the 
mail  months  in  advance  of  their  sub¬ 
scription  expiration  —  typically  repeat¬ 
ed  until  they  do  renew  —  are  not 
cheap.  But  perhaps  there 
is  a  better  way:  e-mail 
renewals. 

In  fact,  industry’ 
observers  say  we’re  at  the 
very  beginning  of  a 
change  in  how  print  pub¬ 
lishers’  fulfillment  houses 
do  business. 

For  instance,  the  sub¬ 
scription  fulfillment  giant 
Centrobe  Inc.  (part  of 
EDS  and  formerly  called  Neodata)  of 
Louisville,  (ailo.,  and  Email  Publishing 
Inc.  have  recently  signed  a  deal  to 
implement  a  sy,stem  that  will  allow 
magazine  subscribers  to  renew  by 
e-mail.  And  it’s  a  concept  that  newspa¬ 
per  publishers  might  want  to  study 
more  closely. 

(]entrobe  handles  fulfillment  for 
more  than  500  magazines,  and  soon  it 
will  begin  using  e-mail  to  encourage 
consumers  who  have  e-mail  addresses 
to  renew  their  print  subscriptions 
online. 

Email  Publishing  marketing  director 
Dan  Murra>’  saj  s  that  early  results  of 
groups  of  magazine  subscribers  who 
were  sent  e-mail  renewal  reminders 
have  shown  response  rates  of  8%  to 
18%  —  which  he  estimates  is  two  to 
four  times  the  response  rates  of  postal 
mail  renewal  reminders. 

Gentrobe  Internet  project  manager 
Pat  Gray  says  the  potential  is  huge  for 
cost  savings  and  better  renewal  rates 
with  e-mail  renewals. “Everyone  (in 
the  fulfillment  industry)  is  treating  e- 


Oiiting  writes  a  three-times-ci-week 
column  for  the  E&P  mediuitifo.com 
Web  site. 


mail  addresses  like  gold,”  he  says, 
because  e-mail  renewals  have  several 
principal  advantages. 

Responses  to  e-mail  renewal  mes¬ 
sages  come  in  fast  —  typically,  90%  of 
the  responses  you  get  via  e-mail  come 
in  the  first  two  days,  whereas  direct 
mail  renewals  can  stretch  out  over 

weeks.  With  such  instant 
results,  fulfillment  sys¬ 
tems  can  quickly  turn 
around  and  do  secondar>' 
mailings  to  those  who 
haven’t  responded  to  the 
first  renewal  notice.  For 
paid  subscriptions,  online 
renewals  charged  to  a 
consumer’s  credit  card 
bring  in  the  money  right 
away,  vs.  having  to  wait 
for  the  check  to  arrive  in  the  postal 
mail.  Cost  savings  are  substantial.  Gray 
says  that  a  typical  transmission  cost 
for  a  traditional  print  renewal  message- 
can  approach  $1,  vs.  l()<t  for  an  e-mail 
renewal. 

PERSONALIZED  MESSAGES 

The  way  the  Email  Publishing  tech¬ 
nology,  called  WideMerge,  works  is 
that  publishers’  fulfillment  operations 
send  to  Email  Publishing  “expire 
groups”  of  e-mail  addresses  —  batches 
of  addresses  whose  subscriptions  all 
expire  at  the  same  time.  Personalized 
messages  are  sent  to  subscribers  alert¬ 
ing  them  that  their  print  subscriptions 
are  abt)ut  to  expire,  and  suggesting 
that  they  renew  online. The  messages 
contain  an  individualized  URL  that  the 
subscriber/e-mail  recipient  can  “click 
through”  to  get  to  a  form  to  resub¬ 
scribe. 

When  the  results  are  in  —  typical!) 
after  only  a  few  days  —  Email 
Publishing  sends  back  the  results  to 
the  fulfillment  operation,  which  syn¬ 
chronizes  its  database  w-ith  the  latest 
e-mail  renewal  results  so  that  renewed 
subscribers  don’t  receive  any  more 
renewal  notices.  Those  e-mail  recipi¬ 


ents  who  did  not  renew  their  sub¬ 
scriptions  might  be  sent  other  e-mail 
renewal  reminders  later  —  and  if 
those  fail,  then  the  fulfillment  opera¬ 
tion  may  resort  to  more  expensive 
postal  notices  or  phone  reminders. 

E-mail  renewals  tend  to  work  better 
for  some  publishers  than  others.  A 
publication  with  an  audience  for 
whom  e-mail  addresses  are  common 
makes  the  best  candidate,  of  course. 
Magazines  like  Wired,  PC  Week,  etc. 
probably  will  have  the  best  luck  with 
e-mail  renewals. 

The  ideal  system  gives  the  sub¬ 
scriber  a  code  number  (passed  within 
the  URL  contained  in  the  mes.sage) 
and  clicking  through  from  the  e-mail 
message  to  the  form  brings  up  the 
subscriber’s  information  that  was 
entered  when  the  subscription  began 
—  which  the  sub.scriber  then  updates 
and  submits  in  order  to  continue  the 
subscription  for  another  year. 

Murray  points  out  that  the  con- 
trolled-circulation  renewal  forms  are 
less  daunting  online  than  those 
received  in  postal  mail,  and  online 
forms  are  far  more  likely  to  get  filled 
out  if  the)  alread)  contain  last  year’s 
individual  data.  Controlled-circulation 
magazines  lose  a  lot  of  subscribers 
who  simply  can't  be  bothered  to  fill 
out  and  mail  back  a  long  printed  quev 
tionnaire. 

Paid  subscriptions  work  well,  also, 
for  those  fulfillment  operations  that 
have  transaction  capabilities  built  in  to 
their  Web  sites.  Indeed,  it's  .simpler  for 
the  consumer  to  renew  by  entering  a 
credit  card  number  online  than  to  write 
out  a  check  and  put  it  in  the  postal 
mail  box.  While  much  of  the  discussion 
here  has  been  about  magazines,  the 
pnKess  is  just  as  appropriate  for  renew¬ 
ing  paid  newspaper  subscriptions. 

ASK  FOR  ADDRESSES 

At  this  earl)  stage,  the  biggest  chal¬ 
lenge  is  in  getting  subscriber  e-mail 
(See  Stop  The  Presses  on  page  41) 
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L.A.  Contribution  Crosses  Line 


SAN  FERNANDO  VALLEY  residents  think  they  are  getting  a  raw 
deal  from  their  city  government  in  Los  Angeles  and  the  Daily 
News  has  gone  to  bat  for  them  like  any  good  local  paper  would 
—  aggressively  reporting  inequities  in  city  services  and  clamoring  on 
its  editorial  pages  for  a  better  return  on  their  tax  dollars. 

But  now,  the  Daily  News  is  literally  putting  its  money  where  its 
mouth  is  —  and  crossing  a  line  any  good  news  organization  should 
respect.  The  newspaper  has  rather  reluctantly  revealed  that  it  con¬ 
tributed  $60,000  to  a  group  circulating  a  petition  to  start  the  process 
of  breaking  the  valley  away  from  the  city'  of  Los  Angeles.  Any  mone¬ 
tary  contribution  to  a  political  group  should  raise  red  flags,  but  this 
cash  infusion  amounts  to  nearly  one-third  of  the  money  raised  by 
Valley  Voters  Organized  Towards  Empowerment. 

And  the  explanation  just  doesn’t  pass  the  smell  test.  Publisher  Ike 
Massey  says  because  the  money  is  going  to  a  petition  drive  to  force  a 
government  study  on  the  feasibility  of  secession,  the  newspaper  is 
simply  advancing  public  discussion  of  a  complicated  issue.  But  any 
newspaper  that  buys  ink  by  the  barrel  and  newsprint  by  the  truckload 
already  has  the  tools  for  a  lively  public  dialogue.  Instead  of  just  report¬ 
ing  on  a  petition  drive  that  was  clearly  languishing,  the  Daily  News  is 
keeping  it  alive  by  giving  Valley  VOTE  the  cash  to  hire  professional 
signature  gatherers. 

Newspapers  usually  alert  their  readers  to  this  kind  of  “Astroturf" 
petition  drive,  as  phony  grass-roots  campaigns  are  called.  The  Daily 
News,  instead,  is  a  full  partner  in  running  one.  And  the  paper’s  protes¬ 
tations  of  civic-mindedness  are  further  undercut  by  its  apparent 
expectation  of  a  windfall  in  legal  advertising  revenues  if  the  valley 
ultimately  does  secede. 

Readers  respect  and  trust  aggressive  papers  that  take  strong  stands. 
Their  respect  and  trust  are  easily  shattered,  however,  if  readers  sus¬ 
pect  a  paper  is  manipulating  events  for  its  own  interests. 

The  Fourth  Estate  By  Steve  Greenberg 


The  Oldest  Publishers 
and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March 
22,  Newspaperdom,  March  1892:  The  Fourth  F.state,  March  I. 
1894;  Editor  &  F^tMisljer,  June  29, 1901;  June  22, 1925. 

James  Wright  Brown,  C;hairman  of  the  Board,  1912- 1959 
President, 

Editor  Emeritus  Roben  U.  Brown  iisi 
Publisher, 

Advertising/Research  D.  (a)lin  Phillips  mt  ii-’i 
Publisher, 

Circulation/Production  Christopher  Phillips  icxi  1 16| 

Editor,  Senior  Vice  President 

for  News  James  T.  Robison  i™22S| 
Executive  Editor  Hoag  levins  icm  soti 
.Managing  Editor  George  Garneau  ion  22.t| 

Editor,  Free  Paper  Publisher  Wendy  Giman  i«i  twi 
Associate  Editors  David  Astor  im  22(>i 

Robert  Neuwirth  i™  22'i 
Joe  Nicholson  kxi  22H| 

David  Noack  icxt  2291 
Jim  Rosenberg  it-xt  22ti 

Deputy  Editor,  .MedialNFO.com  Carl  Sullivan  icxi  2221 

Webmaster  Kim  McGalliard  ica  S(M| 

Midwest  Editor  Mark  Fitzgerald  (,ti2)Wu«Mi 
Washington  Editor  Kelvin  t;hilds  (2<i2)M>2.'2.vi 
West  Coast  Editor  ,M.L.  Stein  «is«)  sza-’i-s 
Edit.  Prod.  Coordinator  Jennifer  S.  Waber  icxi  2101 
Copy  Editor  Colleen  Adams  icxtsioi 
News  Desk  Coordinator  Karim  Mostafa  i«t  ,tsi| 

Editorial  Assistants  Nancy  Marini  icxi  2.ti| 

Joanne  .Messina  irxi  .ti.ti 

Art  Director  Hector  W.  Marrero  ii-xi  2211 
Editorial 

Production  Manager  Robert  Rivera  1™  2201 
Art/Graphic  .Assistant  Lery  Chan 
Production  Assistants  Fermin  Fernandez 

Tatiana  Sindalovskaia 


Vice  President 

Sales/Advertising  Dennis  O'Neill  i™  issi 
Associate 

Advertising  Director  Betsy  .Maloney  <.toi)(>v>S'i2 
National 

Accounts  Manager  Robert  N.  Paltos  icxi  is'i 
Regional 
Advertising  Managers 

Northeast/New  England  Richard  E.  Ferreira  (S(i8)82i-«>'(i 
East/Canada  Howard  E.  Flood  icxt  imii 
West/Canada  Jill  Martin  (H.ti)(v«>(>9ii2 

Central  Ramona  D.  Cox  cmw  .t.t.v'jmo 
Midwest  Michael  A.  .Madden  (.ti2) 
Advertising 

Production  Manager  Jane  Brundage  icxi  im.i 

Christina  .Mason,  As.sistant  i™  i6S| 

Classified 

.Advertising  Manager  .M.  Eileen  Long  |cxi29S| 

Hazel  Preuss,  A.ssi.stant  1™  2vsi 
Matt  Wilcox,  Sales  Rep.  i™  29S| 

Circulation 

Marketing  Director  David  Williams  1™  zsoi 
Fulfillment  Manager  .Marlene  Hazzard  K-xtzsii 
Information  Services  Shqipe  Malushi  icxi  .tsii 
Promotion  Director  Lawrence  J.  Bumagiel  1™  isu| 
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LETTERS  TO  THE  EDITOR 


Arizona  lawsuit 
editorial  rebutted 

IT  WAS  MOST  discouraging  to  read 
E&P's  July  25  editorial  defending 
former  Arizona  Republic  managing 
editor  Steve  Knickmeyer,  who  is  being 
sued  for  libel  by  18  reporters. 

Knickmeyer  resigned  from  the  Re¬ 
public  in  January,  days  after  publication 
of  disparaging  and  irresponsible  remarks 
he  made  about  the  former  staffers  to 
the  Columbia  Journalism  Review. 

In  a  CJR  story  about  newspapers 
nationwide  melding  newsrooms  and 
marketing,  he  denied  that  firing  the 
reporters  a  year  earlier  was  because 
they  had  stepped  on  advertisers’  toes. 

Knickmeyer  said  “most”  of  those  fired 
were  “fat,  lazy,  incompetent  and  slow.” 

The  truth  is  that  75%  of  those  dis¬ 
missed  were  over  age  40  and  earned 
higher-than-average  salaries.  Many  were 
later  replaced  with  younger,  lesser-paid 
talent. 

Your  editorial  in  support  of 
Knickmeyer’s  right  to  make  such  a 
statement  showed  that  you  fell  for 

Newspaperdom* 


50  YEARS  AGO  ...  A  Controversial 
proposal  to  impose  a  1%  gross 
receipts  tax  on  Miami  newspapers 
was  killed  after  a  five-hour  City 
Commission  session.  One  commis¬ 
sioner  altered  his  vote  because  the 
Miami  Herald  and  Miami  Daily 
News  vowed  to  fight  the  move. 

The  Minneapolis  Star  and 
Tribune  established  a  time  capsule 

—  including  documents  and  mes¬ 
sages  of  life  in  the  Upper  Midwest 

—  to  be  sealed  in  the  cornerstone 
of  the  paper’s  building  and  opened 
in  100  years. 

From  Editor  &  Pubusher 
August  21,  1948 
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Republic  lawyer  David  Bodney’s  obfus¬ 
cating  portrayal  of  the  lawsuit  as  a 
First  Amendment  issue. 

In  fact,  the  libel  lawsuit  has  nothing 
to  do  with  the  First  Amendment.  Pro¬ 
fessional  journalists,  more  than  anyone, 
support  a  person’s  right  to  opine  that 
most  of  the  staff  of  this  magazine  are 
child  molesters,  drug  u.sers  and  killers  of 
AWOL  soldiers  by  use  of  poison  gas  — 
as  long  as  it’s  true.  But  they  also  know 
they  damn  well  better  be  right  when 
they  do  or  face  the  consequences. 

Knickmeyer’s  statement  was  tamer 
than  those  cited  above,  but  it  was  a  lie 
nonetheless  and  unfairly  damaged  rep¬ 
utations  of  some  fine  reporters. 

I  also  take  exception  to  your  asser¬ 
tion  that  the  lawsuit  is  bad  in  principle 
and  should  be  an  embarrassment  to 
the  plaintiff-reporters.  I  beg  to  differ. 
What  higher  principle  is  there  for  a 
reporter  than  the  truth? 

Further,  your  suggestion  that  a  Letter 
To  The  Editor  rebuttal  of  Knickmeyer’s 
statement  would  be  sufficient  is  laugh¬ 
able.  Why  should  journalists  give  up 
the  right  to  redress  wrongs  granted  all 
other  U.S.  citizens? 

The  fact  is  that  Knickmeyer’s  state¬ 
ment  was  a  malicious  lie,  the  very  defi¬ 
nition  of  libel,  and  caused  irreparable 
injur>"  to  peoples’  lives.  And  a  jury' 
ought  to  be  allowed  to  hear  that. 

Randy  KuU 

former  Republic  reporter 
and  plaintiff, 
Hudson.  III. 

Chiquita  factor: 
award  syndrome 

ONE  POINT  OFTEN  missed  about 
the  Cincinnati  Enquirer's 
Chiquita  debacle  is  how  the  big-pro- 
ject  syndrome,  fostered  by  award-mon- 
gering,  has  damaged  newspapers. 

Editor  Lawrence  Beaupre  came  to 
the  Enquirer  bent  on  reforming  a 
paper  largely  devoid  of  enterprise 
reporting.  At  the  time,  the  Enquirer 
was  routinely  scooped  by  the 
Cincinnati  Post,  an  ailing  afternoon 
JOA  casualty. The  area’s  business  and 
community  weeklies  also  regularly  out- 
reported  the  Enquirer. 

Rather  than  improve  the  newspa¬ 
per’s  day-to-day  reporting,  Beaupre 
assembled  an  I-team  and  started  churn¬ 


ing  out  award  entries.  While  winning  a 
few  small  ones,  the  Enquirer  was  still 
being  out-reported,  even  as  it  trumpet¬ 
ed  its  bloated,  thinly-read  exposes.To 
help  fund  the  I-team,  the  newspaper’s 
already  feeble  attempt  at  community 
journalism  was  further  decimated. 

Awards  are  no  substitute  for  beat 
reporters  digging  up  news  people 
actually  care  about.  Newspapers  run 
this  way  sometimes  uncover  projects 
and  assemble  ad  hoc  teams  as  warrant¬ 
ed,  so  that  every'  reporter  becomes  an 
“investigative  journalist.” 

W’e  probably  won’t  be  seeing  many 
award  entries  from  the  Enquirer  for  a 
while  —  and  thankfully  so.  If  every 
newspaper  engaging  in  such  public 
acts  of  self-gratification  were  forced  to 
pay  $10  million-plus  and  were 
ridiculed  instead  of  honored,  the  world 
would  be  a  better  place. 

Jack  Neff 
freelance  writer, 
Batavia,  Ohio 


y  CAC  Introduces  \ 

Newspaper 

Readership 

Report 


Certified  Audit  of  Circulations 
(CAC)  will  offer  a  Newspaper 
Readership  Report  as  an 
optional  supplement  to  the 
annual  Audit  Report  beginning 
September  1998.  Following  a 
standardized  format,  this  report 
allows  publishers  to  present 
authoritative  readership 
statistics  with  their  circulation 
data  and  provides  advertisers 
with  a  consistent  source  for 
market-by-market  comparisons 
and  consumer  research. 


For  further  information, 
please  contact  Laura  Adams  at 
1-800-346-1357,  ext.  131  or 
by  e-mail  at  cacaudit@aol.com 


CAC 
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BUSINESS  BRIEFLY 


Tribune  buys  Fla,  weeklies 

Extending  the  REAC:H  of  its  Fort  Lauderdale-based 
Sun-Sentinel, I'vihunc  Co.  has  agreed  to  purchase  the 
33-paper  South  Florida  Newspaper  Network,  for  an  undis¬ 
closed  price. The  Deerfield  Beach-based  chain  of  free  week¬ 
lies,  which  circulates  700,000  copies  from  Miami  to  Vero 
Beach,  has  annual  revenues  of  $27  million.  Approximately 
half  of  the  weekly  group’s  advertising  comes  from  outfits 
that  don’t  advertise  in  the  Sun-Sentinel .l\\e  deal  is  expect¬ 
ed  to  close  in  November.  Sun-Sentinel  president  Bob 
Gremillion  told  his  paper  there  are  no  plans  to  swap  stories 
or  to  merge  any  operations.  Prior  owners  Bruce  Warshal 
and  Scott  Patterson  will  continue  to  operate  the  weeklies. 

Veronis  in  Texas  deal 

VERONIS,  SUHLER  &  ASSOCIATES,  in  a  deal  involving  15 
Houston-area  weeklies  (combined  circulation  390,000), 
served  as  financial  adviser  to  New  Zealand-based  Independent 
Newspapers  Ltd.,  which  sold  Houston  Community 
Newspapers,  the  market’s  dominant  chain  of  suburban  week¬ 
lies,  to  Westward  Ca)mmunications.The  transaction  gives 
Westward  28  Houston-area  publications.  Independent,  which 
publishes  papers  in  New  Zealand  and  Australia,  recently  sold 
its  California  weeklies  to  Central  Valley  Publishing. 
“C^ommunity  newspapers  are  a  major  staple  in  the  local  pub¬ 
lishing,  and  many  publishers  are  l(K>king  to  expand  their 
groups,  making  platforms  to  make  this  an  excellent  time  to 
sell,”  said  Veronis  managing  directt)r  Kevin  Lavalla. 

Herald  ends  inTl  edition 

AFI’ER  52  YEARS,  the  Miami  Herald  has  pulled  the  plug 
on  its  money-losing  international  edition.  In  its  place, 
the  Herald  will  offer  Latin  American  regional  papers  the 
ability  to  print  24  pages  of  its  Miami  edition.  The  19,0()()-cir- 
culation  international  edition  —  called  the  “Clipper”  in 
honor  of  the  Pan  Am  airplanes  that  delivered  it  —  helped 
make  the  Herald  a  major  voice  in  the  region. I’he  paper  is 
also  reviewing  the  future  of  its  bureaus  in  Nicaragua  and 
Colombia,  but  publisher  Alberto  Ibarguen  told  Reuters  it 
was  unlikely  he  would  shutter  them. The  Herald  recently 
disclosed  plans  to  start  a  newspaper  with  the  Bahamas’ 
Nassau  Daily  Tribune. 

Times  Mirror  repurchase 

OVER  THE  PAST  two  months,Times  Mirror  Co.,  publish¬ 
er  of  the  Los  Angeles  Times,  has  repurchased  close  to 
9%  of  its  publicly  traded  shares.  The  company,  flush  with 
cash  from  the  sale  of  its  book  divisions,  has  bought  7.5  mil¬ 
lion  shares  in  four  transactions.  It  expects  repurchases  to 
tt)tal  9  million  or  10  million  shares  by  the  end  of  the  year. 

Gannett  ups  dividend 

Gannett  C0.,THE  nation’s  largest  newspaper  publish¬ 
er,  has  increased  its  quarterly  dividend  by  5%,  to  20‘t. 
The  new  dividend  is  payable  Oct.  1  to  shareholders  of 
record  as  of  Sept.  1 1 . 


STOCKQUOTES 


JE&P  Newspaper  Stocks 

(weekly  stock  prices  of  public  companies 
with  significant  newspaper  interests) 


8/19/98 

8/12/98 

8/19/97  1 

A.H.  Belo  Corp.  (NY)+ 

21.250 

21.063 

22.281 

American  Media  Inc.  (NY) 

5.813 

5.688 

8.937 

Central  Newspapers  Inc.  (NY) 

64.188 

63.625 

69.375 

Dow  Jones  &  Co.  Inc.  (NY) 

54.750 

54.188 

42.937 

E.W.  Scripps  Co.  (NY) 

51.500 

52.063 

37.750 

Gannett  Co.  Inc.  (NY)# 

63.500 

64.000 

49.469 

Gray  Comm.  Sys.  (NY) 

31.000 

30.813 

21.500 

Harte-Hanks  Inc.  (NY)++ 

25.125 

24.500 

31.562 

Hollinger  International  (NY) 

16.063 

15.125 

13.125 

Journal  Register  Co.  (NY) 

16.813 

16.000 

16.125 

Knight  Bidder  (NY) 

49.500 

48.938 

50.625 

Lee  Enterprises  Inc.  (NY) 

28.250 

27.688 

25.625 

McClatchy  Co.  (NY) 

36.625 

35.500 

31.312 

Media  General  Inc.  (AM) 

48.938 

47.375 

37.875 

New  York  Times  Co.  (NY)-H-t- 

30.750 

31.563 

47.375 

News  Corp.  Ltd. 

28.625 

27.188 

17.500 

Pearson  Ltd. 

17.299 

16.625 

7.485 

Pulitzer  Publishing  Co.  (NY) 

82.313 

83.875 

52.500 

Quebecor  Inc.  Class  A 

20.000 

20.750 

26.700 

Sun  Media  Corp.  (TSE)## 

13.100a 

13.000a 

N/A 

Thomson  Corp.  (TSE) 

37.300a 

39.450a 

33.250a 

Times  Mirror  Co.  (NY) 

60.438 

62.500 

51.000 

Tribune  Co.  (NY)* 

67.188 

69.000 

49.937 

Washington  Post  Co.  (NY) 

523.875 

530.500 

430.562 

i  i  *  Adjusted  for  2-for-1  stock  split 

i  I  #  Adjusted  for  2-for-1  stock  split  as  of  10/6/97 

I  j  ##  Initial  public  offering  completed  on  12/15/97 

I  j  +  Adjusted  for  2-for-l  stock  split  as  of  6/5/98 

i  j  ++  Adjusted  for  2-for-l  stock  split  as  of  3/16/98 

I  i  +++  Adjusted  for  2-for-l  stock  split  as  of  7/1/98 

i  I 

i  j  (a)  Canadian  dollars 

I  i _ 
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Barnicle  Bails  From  Boston  Globe 

In  the  face  of  new  charges  of  plagiarism  and  made-up  characters,  the  columnist  quits 


Amidst  new  C^HARGES  of  made-  \  his  experiences  with  Barnicle  for  the 
up  stories  and  plagiarism,  colum-  j  Weekly  Standard,  a  conservative  mag- 
nist  Mike  Barnicle  resigned  his  i  azine,  sent  the  letter  to  Globe  editor 
Boston  Globe  position  last  week.  i  Matthew  V.  Storin. 

His  ouster  came  just  days  after  he  |  The  column  was  about  two  children 
won  a  reprieve  from  his  editor’s  earli-  |  —  one  black,  one  white  —  who 
er  resignation  demand  for  another  I  became  friends  in  the  hospital.  After 

incident  involving  alleged  plagiarism  |  the  black  child  died,  the  parents  of  the 

from  comedian  Cieorge  C^arlin’s  book,  j  white  child  gave  the  parents  of  the 
Brain  Droppings.  i  black  child  $10,(KX). Tomlinson  had 

The  latest  controversy  was  sparked  \  wanted  to  make  the  story  the  lead  arti- 
when  a  former  editor  in  chief  of  I  cle  in  Reader’s  Dt^csf’s  January  1996 

Reader’s  Digest  informed  Globe  edi-  j  issue.  But  Barnicle  declined  to  help  or 
tors  that  a  Barnicle  column  from  Oct.  j  confirm  key  facts  in  the  story. 

8,  1995,  could  not  be  verified  and  may  j  Storin  said  Barnicle  was  also  unable 
have  been  fabricated. The  magazine  i  to  verify  the  column  for  the  Globe. 
had  fact<'hecked  the  article  because  it  |  “In  light  of  his  failure  to  follow  the 
was  considering  it  for  reprint.  j  most  basic  reporting  requirements  as 

The  retired  editor,  Kenneth  j  well  as  the  duplicitous  way  in  which 

Tomlinson,  who  was  doing  a  stor)'  on  I  the  story  was  written,  it  is  clear  that 


if 


1) 


Mike  Barnicle  can  no  longer  write  for 
the  Boston  67o6e.  Therefore  we  have 
asked  for  and  received  his  resignation 
today,”  said  Storin  in  a  statement. 

Barnicle,  a  25-year  veteran  at  the 
newspaper,  told  the  Globe  he  resigned 
because  “of  the  weight  of  this  thing. . . . 
It  was  t(K)  much,  it  was  absurd,  (refer¬ 
ring  to)  the  feeding  frenzy  that  has  dis¬ 
rupted  this  paper.  Matt  Storin  doesn’t 
deserve  it,  the  Globe  doesn’t  deserve 
it,  and  1  don’t  deserve  it.” 

Meanwhile,  the  Boston  Phoenix,  an 
alternative  weekly,  is  running  a  story 
by  media  reporter  Dan  Kennedy  that 
accuses  Barnicle  of  taking  material, 
without  attribution,  from  writer  A.J. 
Liebling’s  1961  biography  of  Louisiana 
politician  Earl  Long,  in  a  1986  column. 

—  David  Noack 
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BY  ROBERT  NEUWIRTH 


Slowing  Trend  Pushes 
Newspaper  Stocks  Down 

Cooling  with  the  economy,  newspaper  business  activity 
dampens  Wall  Street  enthusiasm,  even  as  outlook  remains  generally  strong 


CLASSIFIED  ADVERTISING,  AFTER  posting 
double-digit  quarterly  gains  in  1997,  has 
slowed  dramatically  this  year,  and  news¬ 
paper  stock  prices  have  plummeted  as  a 
result.  Wall  Street  analysts  say. 

The  classified  category'  —  which  traditionally 
accounts  for  about  40%  of  newspaper  ad  revenues 
—  is  still  growing,  but  the  rate  is  slowing  steadily, 
fueling  investor  fears  that  the  newspaper  business 
cycle  may  have  peaked  and  could  be  headed  down 
in  tough  times. 

“It  looks  to  me  like  advertising  revenue  growth 
is  decelerating  here,”  said  Peter  Appert,  analyst  for 
BT  Alex.  Brown. “Even  classified  growth  is  slowing. 
If  the  trend  continues,  the  companies  will  have  to 
be  much  more  aggressive  on  the  cost  side.” 

For  the  first  quarter  of  1998,  the  classified 
growth  rate  dipped  to  9.84%  from  10.5%  a  year 
earlier,  according  to  the  New'spaper  Association  of 
America.  It  was  the  first  time  classified  ad  revenue 
growth  fell  below  10%  since  late  1996. 

Data  from  BT  Alex.  Brown  showed  a  more  pro¬ 
nounced  slowdown  in  second-quarter  1998.  In 
April,  classified  revenue  edged  up  2.6%,  advancing 


30% 


by  7.9%  in  May,  and  5%  in  June.  By  comparison, 
classified  growth  in  second-quarter  1997  hit 
12.9%. 


RETAIL  CONCERNS.  TOO 

To  make  matters  worse,  while  retail  sales  have 
soared  in  1998,  retail  ad  spending  in  newspapers 
has  essentially  been  flat,  reports  Goldman  Sachs 
analyst  Michael  Beebe,  who  says  the  trend  suggests 
retail  marketing  dollars  are  going  elsewhere,  per¬ 
haps  direct  mail  and  radio. 

“Consumers  are  spending  more,  and  guess  what 
—  it’s  not  trending  through  to  newspapers,”  he 
said.  Though  some  areas  have  been  hurt  by  retail 
consolidation  and  bankruptcies,  he  said,  the  gen¬ 
eral  trend  “definitely  has  an  impact  on  psycholo 
gy”and  termed  newspapers  “anemic  and  spotty”  as 
an  investment. 

NAA  figures  show  spending  on  retail  advertising 
in  newspapers  grew  4.35%  in  first-quarter  1998  — 
compared  with  5.64%  a  year  earlier. 

Total  newspaper  ad  spending  is  slowing  as  well. 
NAA  says  newspaper  ad  expenditures  advanced 
7.3%  in  the  first  quarter,  down  from  8.4%  in  the 
first  three  months  of  1997.  And  while  NAA’s  second- 
quarter  numbers  are  incomplete,  BT  Alex.  Brown 
numbers  show  newspaper  ad  revenues  still  grow¬ 
ing,  but  only  at  about  6.1%,  down  from  8.5%  a  year 
ago. 

STOCK  SLACKNESS 

The  slowdown  has  led  to  investor  insecurity  — 
and  newspaper  stock  prices  have  suffered. Though 
newspaper  stocks  skyrocketed  last  year,  outper¬ 
forming  the  market  by  51%,  shares  of  publicly  trad¬ 
ed  newspaper  companies  have  been  flat  so  far  this 
year,  while  the  Standard  &  Poor’s  500  index  of 
major  corporations  is  up  more  than  10%. 

What’s  more,  even  before  the  markets  took  a 
tumble  in  August,  newspaper  stocks  began  their 
own  slide. 

And  with  the  summer  correction,  many  news¬ 
paper  companies  fell  further  and  faster  than  the 
market. 

The  New  York  Times  Co.  was  hardest  hit,  losing 
approximately  23%  of  its  value  since  early  July. 
Gannett  and  Knight  Bidder,  the  nation’s  two 
largest  newspaper  companies,  dropped  10%  and 
1 5%,  respectively.  Even  Wall  Street  favorites  such  as 
Central  Newspapers  and  A.H.  Belo  slid,  5%  and 
1 3%,  respectively. 
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EVERY  SATURDAY  SINCE  1884 


“Investors  want  to  own  these 
stocks  early-  to  mid-cycle,  not  late 
in  the  cycle,”  said  Beebe,  noting 
that  the  U.S.  economic  recovery  is 
7  years  old  and  is  due  for  a  cor¬ 
rection. 


SOME  STOCKS  SPAREO 

A  few  newspaper  companies 
have  so  far  resisted  a  price  slide, 
according  to  the  analysts.  Times 
Mirror,  for  instance,  declined  less 
than  2%  over  the  past  month.  And 
E.W.  Scripps  stock  has  only 
dipped  2.5%  in  value.Tribune  Co., 
though  it  declined  more  than  7% 
over  the  past  month,  remains  up 
about  10%  since  January. 

On  the  bright  side,  some  Wall 
Streeters  observed  that  newspa¬ 
per  publishers  were  still  matching 
earnings  forecasts  and  suggested 
that  the  industry  was  a  victim  of 
its  own  success. 

“Investors  became  very  used  to  seeing  upside 
surprises,”  Beebe  said,  and  so  a  quarter  that  met 
expectations  was  a  disappointment. 


wise  use  of  free  cash.  “News¬ 
papers  are  strong  cash-flow  gen¬ 
erators,”  Beebe  said.  He  sees  the 
multimillion  dollar  stock  buy¬ 
back  plans  as  “a  vote  of  confi¬ 
dence  from  the  companies  that 
their  near-  and  long-term  health 
is  great.” 

Industry  insiders  insisted  that 
a  deceleration  has  been  expect¬ 
ed. 


"In  a  sense,  we’re  getting  too 
much  of  a  good  thing,”says 
Miles  Groves,  NAA  chief 
economist,  referring  to  strong 
real  estate  and  job  markets 
dampening  advertising  demand. 


SILVER  LINING 

In  what  also  qualifies  as  a  silver  lining,  contin¬ 
ued  economic  woes  in  Asia  are  expected  to  blunt 
newsprint  price  increases  —  though  analysts  do 
not  believe  the  savings  will  offset  slowing  business 
conditions. 

The  New  York  Times  Co.  refused  to  comment  on 
its  stock  plunge,  but  company  leaders  Arthur 
Sulzberger  Jr.  and  Russell  Lewis  sent  a  memo  to 
employees,  pointing  out  that  the 
company’s  meteoric  74%  stock 
rise  in  1997  had  encouraged 
many  new  investors  to  buy 
shares.  These  so-called  “momen¬ 
tum  players,”  the  memo  said, 
were  now  taking  their  profits 
and  selling  the  stock. 

Catherine  Mathis,  director  of 
investor  relations,  predicted  Times  Co.  ad  revenues 
would  grow  by  at  least  6.5%  this  \'ear,  a  healthy 
clip  but  still  slower  than  last  year’s  10%  advance. 

In  contrast  to  other  analysts’  concerns,  Lauren 
Rich  Fine  of  Merrill  Lynch  remains  bullish  on 
newspapers.  “Newspapers  are  still  remarkably 
healthy,”  she  said.  “The  business  is  slowing  down  a 
bit.  Overall.  I’m  sitting  on  the  fence  but  leaning 
toward  being  more  optimistic.” 


STRENGTH  REMAINS 

“This  shouldn’t  be  a  surprise,” 
said  Miles  Groves,  chief  econo¬ 
mist  for  the  NAA.  “I’m  not  revis¬ 
ing  my  forecast.  Newspapers 
will  trend  down  to  slower 
grt)wth.” 

Ciroves  predicts  the  growth 
rate  for  newspaper  classified 
revenues  will  average  about  6% 
in  1998  and  perhaps  4%  in  1999. 

He  said  the  strong  U.S.  economy 
has  actually  hurt  some  newspapers. 

In  fact,  some  real  estate  markets  “are  so  hot  right 
now  that  you  don't  need  to  advertise,”  he  said,  and 
in  some  cities  the  job  market  is  so  tight  that  there 
is  less  demand  for  help-wanted  advertising. 


“Investors  want  to 
own  these  stocks 
early-  to  mid-cycle, 
not  late  in  the 
cycle” 


TOO  MUCH  PROSPERITY 

“In  a  sense,  w  e  re  getting  too  much  of  a  good 
thing."  he  said. 

As  for  concern  about  the  retail  ad  categor>’  lag¬ 
ging  retail  sales,  Ciroves  isn’t  worried.  He  predicts 
“vert-  solid  growth"  in  retail  advertising  and  sug¬ 
gests  statistics  on  retail  advertising  are  skewed 
because  many  stores  are  purchas¬ 
ing  inserts  rather  than  run-of- 
press  ads. 

“If  someone’s  focused  on  ROP, 
they're  missing  a  piece  that’s  real¬ 
ly  key  for  a  lot  of  new  spapers,"  he 
said. 

In  addition,  he  noted,  the  strike 
at  Cieneral  Motors  hurt  newspa¬ 
pers  because  the  auto  maker  suspended  some 
advertising. 


TACTICAL  STOCK  REPURCHASE 

In  this  turbulent  market,  some  newspaper  oper¬ 
ators  —  including  the  New  York  Times  C^o., 
Hollinger  International  and  Times  Mirror  —  have 
recently  allocated  huge  amounts  of  money  for 
share  repurchases,  which  bolster  stock  prices  and 
earnings  for  investors. 

But  analysts  suggest  the  repurchases  represent  a 


IT’S  THE  ECONOMY 

In  the  big  picture.  Groves  argues,  newspapers 
are  simply  reflecting  the  economy. 

“The  rate  of  growth  in  the  general  economy  is 
slipping,  too,  but  you  don’t  see  investors  dropping 
U.S.  securities  and  buying  foreign  ones,"  Ciroves 
said. 

“As  the  economy  slows  down,  you'll  see  a  lot  of 
derivatives  slipping." 

And,  he  noted,  advertising  forecaster  Robert 
Cioen  of  McCiann  Erick.son  Worldwide  has  actually- 
become  more  bullish  on  newspapers  and  has 
revised  his  estimates  upward  for  1999  in  anticipa¬ 
tion  of  an  advertising  upturn  at  the  approach  of 
the  new  millennium.  ■ 
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BY  ALLAN  WOLPER 


Feds  Use  E-Mail  To  Track 
Journalist’s  Sources 


The  Justice  Department's  case  against  an  unpopular  journalist 
is  a  lesson  for  all  journalists,  says  a  freedom  of  the  press  organization 


SHUNNED  BY  MAINSTREAM  MEDIA 

Mainstream  news  organizations  have  shown  lit¬ 
tle  interest  in  Sanders’  WTitings  or  legal  plight 
because  his  theory’  about  a  missile  strike  against 
Flight  800  —  an  idea  originally  publicized  by 
Pierre  Salinger  —  has  been  so  universally 
debunked  and  ridiculed  by  respected  aviation  and 
military  authorities. 

Sanders  was  the  subject  of  another  records  con¬ 
troversy  in  1997  when  the  IJ.S.  Justice  Department 
admitted  that  it  broke  its  own  rules  by  failing  to 
get  Attorney  General  Janet  Reno’s  approval  before 
secretly  subpoenaing  Sanders’  telephone  account 
files.  Section  28,  CFR,  50.10  of  federal  regulations 
requires  that  LI.S.  attorneys  follow  that  procedure 
when  seeking  records  of  journalists.The  U.S.  attor¬ 
ney’s  office  later  apologized  to  Sanders. 

Meanwhile,  the  Justice  Department  also  went 
after  and  obtained  —  in  a  manner  whose  details 
are  not  entirely  clear  —  significant  numbers  of  the 
e-mail  messages  Sanders  exchanged  with  his 
sources. 

Copies  of  those  e-mail  messages  are  part  of  a 
lengthy  list  of  pretrial  discovery  material  the 
Justice  Department  recently  sent  to  Sanders’  attor¬ 
neys. 

That  disclosure  . . 


The  U.S.  justice  Department  s  prosecutor¬ 
ial  use  of  a  collection  of  e-mail  messages 
between  an  unpopular  journalist  and  his 
sources  represents  a  long-term  threat  to  all 
journalists,  according  to  the  Reporters  Committee 
for  Freedom  of  the  Press. 

The  committee’s  warning  came  amidst  disclo¬ 
sures  about  the  extent  of  America  Online  e-mail 
files  obtained  by  the  Justice  Department  during  its 
investigation  of  James  Sanders,  a  retired  Seal 
Beach,  C^alif.,  police  officer  turned  journalist. 

Sanders,  author  of  The  Dotvning  of  TVI'A  Flight 
800:  The  Shocking  Truth  Behind  the  Worst  Airline 
Disaster  in  U.S.  History,  was  indicted  in  January 
on  charges  that  he  conspired  to  steal  seat  samples 
from  the  Long  Island,  N.Y.,  hanger  where  the 
crashed  TWA  plane  was  being  reassembled.  The 
indictment  resulted  from  a  federal  grand  jury 
investigation  of  press  leaks  during  that  FBI 
probe. 

Sanders  is  also  co-author  of  two  books  about 
Vietnam  War  POWs,and  a  former  producer  for  the 
nationally  syndicated  TV  sho-w.  Inside  Edition. 

He  became  an  FBI  target  after  the  Riverside, 
Calif.,  Press-Enterprise  reported  on  March  10, 
1997  that  the  seat  samples  Sanders  possessed 
showed  residue  left  by  an  anti-aircraft  missile  explo¬ 
sion.  Sanders  collaborated  with  Press-Enterprise 
reporter  David  Hendrix  to  produce  the  story. 
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Journalist  James  Sanders  was 
the  subject  of  a  grand  jury 
investigation  into  press  leaks 
that  occurred  during  the  FBI's 
TWA  Flight  800  crash  probe. 
The  Justice  Department  has 
obtained  copies  of  AOL  e-mail 
messages  between  Sanders 
and  his  sources. 
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utive  director  of  the  Reporters  Committee  For 
Freedom  of  the  Press,  to  warn  that  the  Justice 
Department  often  nibbles  away  at  First  Amend¬ 
ment  rights  by  going  after  journalists  espousing 
unpopular  causes. 

“Justice  tests  the  waters  to  see  how  things  go 
down  with  the  legal  and  media  communities,” 
Kirtley  said,  “but  then  the  next  time,  they're  sub¬ 
poenaing  Fox  Butterfield  of  the  Neiv  York  Times. 
They  figure,‘hey,  if  it  didn't  raise  eyebrows  before, 
why  not  do  it  there.’”  Kirtley  also  said  the  case 
demonstrated  why  journalists  must  be  concerned 
about  using  e-mail  to  communicate  with  sources 
for  sensitive  stories. “1  always  assume  that  someone 
is  reading  my  e-mail,”  she  said. 

riVO  BATCHES  OF  E-MAIL 

E&P  has  learned  the  Justice  Department  has  at 
least  two  batches  of  Sanders’  e-mail  —  one  involv¬ 
ing  his  attempts  to  find  an  organization  to  test  the 
TWA  seat  covers  and  a  second  set  involving  his 
relationship  with  the  laboratory  that  ultimately 
conducted  the  tests. 

Federal  electronic  laws  prohibit  law  enforce¬ 
ment  agencies  from  gaining  access  to  private  e- 
mail  transmissions  without  a  warrant. 

The  Justice  Department  emphasizes  that  it  vio¬ 
lated  no  federal  laws  in  acquiring  Sanders’  e-mail 
correspondence,  noting  that  some  material  was 
turned  over  to  them  voluntarily. 

AOL’s  legal  department  acknowledges  that  the 
online  service  was  served  a  subpoena  by  the 
Justice  Department  in  April  of  1997  but  says  the 
only  information  it  gave  to  that  agency  was  confir¬ 
mation  that  Sanders  had  an  AOL  e-mail  account. 

“We  were  asked  for  basic  information,”  said  John 
D.  Ryan,  an  attorney  who  handles  law-enforcement 
inquiries  for  AOL.  “We  never  turned  over  any  con- 
tent-related  material.”  Ryan  declined  to  provide 
E&P  with  a  copy  of  the  subpoena,  noting  it  w'as 
AOL  policy  to  keep  those  records  private. 

AOL  says  that  it  immediately  contacts  its  mem¬ 
bers  when  it  receives  a  civil  court  subpoena,  but 
does  not  when  it  involves  a  criminal  case. 

Tricia  Primrose,  an  AOL  spokesperson,  said  it 
will  give  its  clients  an  opportunity  to  fight  any  civil 
summons.  “We  give  them  10  days  or  so  to  do  that,” 
Primrose  said. “But  we  do  not  notify'  anyone  about 
subpoenas  from  law  enforcement.”  Primrose  also 
noted  that  AOL  treats  journalists  and  nonjournal¬ 
ists  the  same  way.  “We  don’t  differentiate  between 
reporters  and  our  other  customers,”  she  said. 

Benton  J.  C-ampbell,  an  assistant  U.S.  attorney 
from  the  Eastern  District  of  New  York,  a  branch  of 
the  JiKstice  Department,  told  E&P  that  AOL’s  expla¬ 
nation  about  its  subpoena  was  an  accurate  one. 

He  declined  to  explain  why  the  Justice 
Department  needed  to  confirm  that  Sanders  had 
an  account  with  AOL,  noting  that  much  of  the  case 
would  become  clear  if  it  went  to  trial. 

THE  E-MAIL  MESSAGE  CONTENT 

The  first  of  the  two  sets  of  e-mail  obtained  by 
the  Justice  Department  are  messages  exchanged 

Wolper  is  a  professor  of  journalism  at  Rutgers 
University  and  an  E&P  reporter. 


between  Sanders  and  Tom  Cavallero,  a  California 
digital  computer  expert  who  works  extensively 
with  the  police  forensic  experts. 

Sanders  asked  Cavallero  in  his  e-mail  messages  if 
he  knew  any  agencies  that  might  be  willing  to  test 
for  solid  fuel  rocket  residue. 

The  clients  for  the  tests,  Sanders  wrote  to 
Cavallero,  were  a  “national  TV  newsmagazine 
{Inside  Edition)  and  a  national  newsmagazine 
{Aviation  Week)!' 

Cavallero  told  E&P  in  a  telephone  interview 
from  his  West  Coast  home  that  he  voluntarily 
turned  over  all  related  e-mail  records  to  the  FBI. 

“I  was  working  as  a  volunteer  in  the  Placer 
County  sheriff’s  office,  which  is  near  Lake  Tahoe, 
when  the  story  about  Sanders  first  came  out,” 
Cavallero  explained. 

“Then  one  day  I’m  watching  television  (NBC’s 
Dateline)  and  I  see  him.  I  didn’t  know  that  the 
seats  had  been  stolen.  I  didn’t  want  to  be  a  snitch, 
but  1  felt  like  1  was  in  a  bind.  I  asked  my  sergeant 
what  to  do.  He  suggested  that  1  call  up  the  FBI  and 
I  did. 

“I  gave  it  to  the  FBI  because  I  didn’t  want 
people  to  think  they  couldn’t  trust  me,”  he 
explained. 

Sanders  eventually  had  the  samples  analyzed  at 
the  West  Coast  Analytical  Seittce,  an  independent 
laboratory  in  Santa  Fe  Springs,  Calif.,  which  he  said 
concluded  that  the  red  residue  on  the  seat  materi¬ 
al  came  from  a  missile. 

The  Justice  Department  also  has  all  the  e-mail 


between  Sanders 
and  the  Analytical 
Service. 

The  department 
also  has  issued  sub¬ 
poenas  to  assorted 
people  who  regu¬ 
larly  communicate 
with  Sanders,  and 
he  is  concerned 
that  some  of  them 
might  have  copies 
of  more  of  his 
e-mail  correspon¬ 
dence  beyond  the 
two  sets  the  Jus¬ 
tice  Department 
has  already  dis¬ 
closed. 

Sanders  is  wor¬ 
ried  that  other 
sources  for  his 
investigation 
might  now  be 
known  to  the  gov¬ 
ernment. 

“I  also  sent  lots 
of  e-mail  to  jour¬ 
nalists  and  many 
of  them  gave  me 
material  when 
they  couldn’t  get 
their  own  news 
organizations  to 
publish  it,”  he  said. 


XECLiTivE  Search 
AND  Placement 


Currow  &  de  Montmollin,  Inc., 
is  the  only  company  run  by 
former  newspaper  executives 
offering  high  quality,  guaranteed 
executive  search  and  placement. 

C&de’s  team  of  newspaper 
human  resource  professionals 
also  provides  a  full  range  of  other 
H.R.  services,  including 
succession  planning  programs, 
predictive  performance  selection 
systems,  one-on-one  executive 
coaching,  and  testing/evaluation. 
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BY  DAVID  NOACK 


The  $60,000  Question:  Did 
Daily  News  Cross  The  Line? 


Can  a  newspaper  objectively  cover  a  highly  controversial  political  initiative 
to  which  it  has  donated  so  much  money  and  from  which  it  might  financially  benefit? 


Has  its  own  $60,000  corporate  contri¬ 
bution  to  a  campaign  seeking  to  split  the 
San  Fernando  Valley  from  Los  Angeles 
compromised  the  Los  Angeles  Daily 
News'  ability  to  cover  that  highly  controversial 
local  story? 

That  question  was  being  asked  by  journalism 
ethics  authorities  and  News  employees  alike  last 
week  after  details  of  the  newspaper’s  extraordi- 
nar)'  donation  became  an  issue  of  intense  public 
debate. 

News  corporate  executives  gave  the  $60,000  to 
Valley  Voters  Organized  Toward  Empowerment  or 
VOTE,  a  group  working  to  collect  135,000  signa¬ 
tures  by  Aug.  27  to  set  the  first  legal  phase  of  a 
secession  effort  in  motion. 

Currently  a  northwestern  appendage  of  the  city 
of  Los  Angeles,  the  San  Fernando  Valley  is  a  250- 
square-mile  collection  of  affluent  suburban  neigh¬ 
borhoods.  Some  47%  of  its  1.5  million  residents 
hold  managerial  or  professional  jobs.  If  separated, 
it  would  constitute  the  6th  largest  city  in  the  U.S., 
larger  than  San  Diego,  Detroit  or  Dallas. 

The  News  is  headquartered  in  Woodland  Hills, 
within  the  valley 


area  which  VOTE  is  .seeking  to  sever  from  Los 
Angeles. 


FINANCIAL  BENEFITS  OF  SECESSION 

An  Aug.  17  story  in  the  New  York  Times  notes 
that  the  News  would  benefit  from  the  secession 
because  it  would  be  in  line  to  become  the  news¬ 
paper  of  record  for  the  new  city.  The  newspaper 
of  record  would  be  eligible  to  receive  all  the 
municipality’s  legal  advertising. 

The  paper’s  first  admission  of  its  contribution  to 
VOTE  was  given  low-key  mention  in  the  fifth  para¬ 
graph  of  an  Aug.  7  story  about  VOTE’S  latest  activi¬ 
ties.  Less  than  24  hours  later,  the  Los  Angeles  Times 
ran  a  major  story  about  the  News'  involvement  on 
the  front  page  of  its  Valley  section. 


SECESSION  A  HOT  POLITICAL  TOPIC 

Valley  secession  is  a  hot  political  topic,  with  the 
two  major  daily  newspapers  serving  that  area,  the 
Neu’s  and  the  Los  Angeles  Times,  taking  opposing 
sides  on  the  issue. 

One  of  the  leaders  of  VOTE  even  called  on  the 
Times  to  match  the  News'  financial  contribution  to 
the  group. The  Times  declined. 

Media  ethics  observers  say  the 
contribution  places  the  News  in 
the  awkward  role  of  covering  a 
major  political  issue  in  which  it  has 
a  corporate  financial  stake. 

The  publisher  and  top  editors  of 
Dean  Singleton’s  MediaNews 
'*  Group-owned 


I  Lawmakers 
'  annmvp  Tllai 
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newspaper 
have  been  placed  on  the 
defensive,  explaining  to  the 
newsroom  staff  and  readers 
the  decision  to  make  the 
financial  contribution,  which 
constitutes  one-third  of  the 

)  $200,000  VOTE  has  col¬ 
lected. 

Newspaper  executives 
have  been  reluctant  to 
discuss  the  contribution. 
Publisher  Ike  Massey  did  not 
t  return  E&P's  phone  calls  seeking 
I  comment. 

But  in  an  Aug.  14  “Message  from 
the  publisher”  column  on  the 
News  editorial  page,  Massey 
explained  to  readers:  “1  approved 
the  expenditure  because  local  resi- 
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dents  and  local  institutions  —  including  the  val¬ 
ley’s  newspaper  —  have  a  responsibility  to  step  up 
with  the  financial  support  necessary  on  an  issue 
that  is  so  important.  But  as  a  newspaper  as  well  as 
a  business,  the  News,  by  making  this  contribution, 
raised  ethical  questions  for  some. 

“Our  journalists  are  professionals,”  Massey  con¬ 
tinued  in  his  column.  “I  expect  them  to  continue 
to  cover  this  issue  and  all  others  objectively,  fairly, 
aggressively  and  thoroughly,  and  1  know  they  will. 

1  would  never  ask  that  coverage  be  slanted  on  ant- 
topic  and  I  know  our  reporters  and  editors  would 
not  do  so.” 

CONTRIBUTION  CALLEO  IMPROPER 

Marshall  Loeb,  editor  of  the  Columbia 
Journalism  Review,  said  it’s  improper  for  a  news¬ 
paper  to  contribute  money  to  a  political  cause, 
candidate  or  campaign. 

“I  think  there  is  a  great  distinction  between 
making  a  comment  on  the  editorial  page  and  actu¬ 
ally  making  a  contribution.  ...  I  think  that  when 
you  make  a  comment  on  the  editorial  page,  the 
readers  assume  that  what  you  have  in  mind  is  the 
greater  good  of  the  community  or  even  the  coun¬ 
try,”  said  Loeb,  who  added  that  one  dollar  would  be 
too  much. 

By  making  the  contribution,  the  newspaper  has 
declared  it  has  a  vested  interest  in  the  outcome,  he 
said. 

Paul  Husselbee,  an  assistant  professor  of 
journalism  at  Lamar  University  in  Beaumont, 


Honduran  Zaps 
Cincinnati  Retreat 

A  HONDURAN  HUMAN  rights  leader  has 
denounced  the  Cincinnati  Enquirer  for 
retracting  a  series  critical  of  Uhiquita  Brands  and 
has  said  the  paper  made  him  seem  like  “a  liar.” 

Andres  Pavon  Murillo,  comptroller  for  the  inde¬ 
pendent  Human  Rights  Committee,  said  his 
lawyers  were  preparing  a  $10  million  suit  against 
the  Enquirer,  whose  president  and  publisher, 
Harry  Whipple,  declined  to  comment. 

On  May  3  the  paper  published  an  18-page  series 
accusing  (Hiiquita,  the  world’s  largest  banana  com¬ 
pany,  of  bypassing  restrictions  on  land  ownership, 
bribing  Colombian  officials,  exposing  workers  to 
health  risks  and  using  force  to  suppress  unions. 
They  alleged  C.hiquita  security  guards  killed  one 
worker  and  said  Pavon  Murillo  showed  reporters  a 
site  littered  with  shells  “probably”  from  illegal  AK- 
47  assault  rifles.  C.hiquita  denied  “any  illegal  or  vio¬ 
lent  actions  against  am-  person  in  any  country  or 
that  it  has  ever  instructed  others  to  do  so.” 

“1  risked  my  life  for  nothing  because  the 
Enquirer  retracted  itself,”  Pavon  .Murillo  said.  On 
July  28,  the  paper  renounced  the  series  in  the  first 
of  three  Page  One  apologies  and  said  it  was  paying 
Chiquita  over  $10  million  to  settle  claims.  It  also 
fired  reporter  Michael  Gallagher,  whom  it  accused 
of  illegally  breaking  into  C^hiquita’s  voice  mail. 
Chiquita  is  suing  Gallagher.  —  AP 


Texas,  said  he’s  troubled  by 
the  size  of  the  contribution 
and  the  manner  in  which 
the  paper  handled  public 
disclosure  of  the  contribu¬ 
tion. 

“It’s  hard  to  believe  that  a 
handsome  donation  to  this 
petition  drive  and  staunch, 
sustained  editorial  support 
for  the  idea  were  indepen¬ 
dent  developments.  Once 
the  Neu’s  brain  trust  made 
the  decision  to  donate  to  this 
cause  and  to  support  it  edi¬ 
torially,  the  newspaper  had  a 
duty  to  disclose  the  donation 
to  its  readers,”  said 
Husselbee. 

David  McNary,  a  business 
writer  who  heads  the 
Newspaper  Guild  local  at 
the  News,  said  staffers  are 
disappointed  by  the  contri¬ 
bution. 

He  said  at  a  meeting  called 
last  week  to  discuss  the 
issue,  staffers  were  not  satis¬ 
fied,  and  many  questions 
were  left  unanswered,  such 
as  whether  the  paper  would 
make  any  more  contribu¬ 
tions  to  the  group  and  how 
the  $60,000  figure  was  deter¬ 
mined. 


Sign  up  now: 

A  seminar  for  journalists 

Sept.  11-12,  1998 
Washington,  D.C. 

The  seminar  will: 

•  Examine  facts  and  myths  about  Social  Security 

•  Release  new  research  on  public  attitudes 

•  Offer  presentations  by  members  of  Congress 

•  Brainstorm  journalists’  coverage 


The  odds  are  increasing  that  Social  Security  will  be  the  target  of  reform 
legislation  in  the  next  18  months.  At  least  seven  proposals  have  been 
introduced  in  Congress  that  would  significantly  change  a  program  that 
touches  virtually  all  Americans.  How  are  you  going  to  cover  this? 


To  Register:  Call  (202)  331-3200  Today 


Sponsored  by: 


Pew  Center  for  Civic  Journalism 
(202)  331-3200 
www.pewcenter.org 


Americans  Discuss  Social  Security 
j|  (202)955-9000 
www.adss.org 
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NYT  Stands  Firm  On  Cuban 
Terrorist-For-Hire  Story 

An  Editors  Note  clarified  a  point  in  the  story.  The  CANE  held  a  press  conference  to  call  that 
note  a  'retraction. '  The  Times  says  no,  its  story  is  solid.  The  nasty  feud  continues. 


An  EDITOR’S  NOTE  intended  to  clarify  a 
New  York  Times  story  about  the  Cuban- 
American  National  Foundation  alleged 
financing  of  violence  against  Fidel 
Castro’s  government  has  only  intensified  the  war 
of  words  between  the  newspaper  and  the  exile 
group. 

In  a  Miami  press  conference,  jubilant  (^ANF 
leaders  hailed  the  Editor’s  Note  published  in  Aug. 
16  editions  of  the  Times  as  a  “retraction”  and  “a  vic¬ 
tory  for  truth  and  justice”  both  for  the  foundatit)n 
and  the  famil)’  of  its  late  founder,  Jorge  Mas 
Canosa. 

Immediately  after  that  press  conference,  how¬ 
ever,  the  Times  issued  a  statement  of  its  t)wn, 
emphasizing  that  the  note  was  not  a  retraction. 

“The  fact  that  the  Cuban-American  National 
Foundation  held  a  press  conference  today  and 
characterized  it  as  such  is  another  example  of 
(^ANF  spinning  the  story  and  distorting  the  truth,” 
the  Times  statement  read. 

At  issue  in  one  sense  was  just  one  word  in  one 
sentence  in  a  controversial 
two-part  story  that  ran  July 
12  and  13.  But  in  another 
sense,  the  contretemps  fol¬ 
lowing  the  Aug.  17  press  con¬ 
ference  were  just  a  continua¬ 
tion  of  the  larger  battle  the 
highly  influential  Cuban- 
American  lobbying  group 
has  waged  against  main¬ 
stream  papers  —  especially 
the  Miami  Herald  and  the 
New  York  Times. 

The  Times  stor^'  was  based  on  extensive  inter¬ 
views  with  Cuban  exile  Luis  Posada  Carriles,  who 
said  he  had  organized  a  violent  anti-C-astro  cam¬ 
paign  that  included  a  series  of  hotel  bombings  in 
Cuba  last  year.  Posada  said  he  was  financed  by  Mas 
and  other  CANF  officials. 

TIMES  CLARIFICATION 

The  Times  note  blamed  “an  editing  oversight” 
for  reporting  in  one  sentence  that  C>ANF  leaders 
“supported”  the  hotel  bombings. 

“The  word  was  not  intended  to  mean  that  Mr. 
Posada  said  the  foundation  leaders  had  paid  specif¬ 
ically  for  the  hotel  bt)mbings,”  the  note  said.  “But, 
as  was  made  clear  elsewhere  in  the  article,  Mr. 
Posada  said  Mr.  Mas  and  other  leaders  of  the  foun¬ 
dation  did  not  earmark  money  for  specific  opera¬ 


tions,  and  asked  not  to  be  told  how  he  used  their 
funds.” 

Following  an  uproar  among  (]ANF  leaders  and 
supporters,  a  nervous  Posada  —  disguised  and 
speaking  from  an  undisclosed  C^aribbean  location 
—  said  in  a  videotaped  interview,  first  released  by 
CANF,  that  he  had  lied  about  Mas’  role  in  his  inter¬ 
view  with  the  Times.  He  also  said  his  comments 
were  “magnified  ”  in  parts  of  the  article. 

In  an  Aug.  1"^  letter  to  the  Miami  Herald,  Times 
managing  editor  Bill  Keller  said  the  newspaper 
stands  by  all  the  details  of  the  stories. 

“Contrary'  to  your  (CANF  press  conference) 
story  this  morning,”  Keller  wrote,  “we  did  not 
recant  something  we  had  reported,  we  clarified 
something  that  was  wide  open  to  misinterpreta¬ 
tion.  You  might  say  the  error  we  were  correcting 
was  the  error  of  those  who  misread  our  original 
articles.” 

CANF  CLAIMS 

After  the  first  article  appeared,  CANF  demanded 
a  retraction  and  said  it  would 
file  a  defamation  lawsuit 
against  the  paper.  CANF  said 
Posada’s  subsequent  inter¬ 
views  and  the  Times'  own 
reporting  “effectively  evis¬ 
cerated  the  main  theme 
underlining  the  articles  .  .  . 
that  the  foundation’s  leaders 
were  behind  the  bombings 
in  Cuba.” 

“This  (Editor’s  Note) 
underscores  what  we  have 
said  from  the  beginning,”  CANF  spokesman 
Fernando  D.  Rojas  said,  “that  the  New  York  Times 
articles  were  false  in  their  basic  premise. The  entire 
premise  of  these  stories  has  been  completely  dis¬ 
credited  and  exposed  as  a  complete  falsehood  fab¬ 
ricated  by  a  reporter  (Ann  Louise  Bardach)  hell 
bent  on  attempting  to  destroy  the  reputation  of 
Jorge  Mas  Canosa  and  the  C'ANF  at  whatever  cost.” 

The  stories  were  written  by  Bardach,  a  contract 
writer  with  the  Times,  and  Larry  Rohter,  the 
paper’s  Miami-based  (Caribbean  and  (Central 
American  correspondent. 

At  the  Miami  press  conference,  CANF  vice  presi¬ 
dent  Jorge  Mas  Santos,  the  son  of  Jorge  Mas  Canosa, 
said  the  foundation  is  still  demanding  the  Times 
make  public  the  tapes  of  Posada.  He  said  (3ANF 
may  yet  take  legal  action  against  the  newspaper. 


“Contrary  to  your 
story  this  morning,  we 
did  not  recant  something 
we  had  reported, 
we  clarified  something 
that  teas  wide  open  to 
m  isi  nterpretation  ” 
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E-Commerce  and  Directories  are  two 
of  the  ways  newspaper  companies  are 
going  to  make  money  on  the  Internet 
in  1999.  Care  to  join  them? 

Buy,  read  and  study  Editor  &  Publisher’s 
upcoming  research  reports  and  use  them  to 
prepare  your  1999  budgets. 


RJOliiiRCE 

A  Mecfi^F^^kiney^  Maker 


Online  Directories: 
Pathways  to  Profit? 

.  an  extensive  look  at  online  Yellow  Pages  and  City  Guides 
both  fi  om  traditional  media  and  their  chief  competitors. 

OCTOBER,  1998 


Four  more 
reports  to 
follow  in 


E-Commerce: 

A  Media  Money  Maker 

..  a  major  study  of  electronic  commerce  on  news 
paper,  television,  radio  and  magazine  Web  sites. 
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‘F’  For  Moral  Failure, 
‘B’  For  Strong  Economy 

That's  how  newspaper  editors  and  publishers  rate  the  president, 
and  they  expect  Gore  i/s.  Bush  in  2000  White  House  race 


Even  before  MONICA  Lewinsky’s  immuni¬ 
ty  deal  and  President  Bill  Clinton’s  televised 
admission  of  an  “inappropriate”  relation¬ 
ship  with  her,  America’s  publishers  and  edi¬ 
tors  flunked  the  president  in  moral  leadership. 

In  the  E6fP/TlPP  newspaper  poll,  conducted 
from  July  13-27,  editors  and  publishers  gave  the 
president  an  ‘F’  for  moral  leadership. 

“I  don’t  know  if  there’s  anything  below  an  F,  but 
it’s  gotten  as  bad  as  it  can  get,” 
said  Ralph  Langer,  editor  and 
executive  vice  president  of  the 
Dallas  Morning  News. 

Nonetheless,  only  37%  of  edi¬ 
tors  and  41%  of  publishers  said 
that  the  president’s  moral  lead¬ 
ership  was  a  crucial  issue.  Still, 
some  poll  participants  said 
moral  leadership  might  grow  in 
importance  as  the  president’s 
revelation  sinks  in. 

“More  people  watched  that 
speech  than  watched  Buzz 
Aldrin’s  walk  on  the  moon,”  said 
Byron  Calame,  deput>’  managing  editor  of  the  Wall 
Street  Journal. ''Even  if  the  economy  is  good,  now 
that  it’s  clear  that  he  really  lied,  it  raises  attention 
to  the  moral  issue.” 

The  poll  also  revealed  that  the  vast  majority  of 
the  nation’s  newspaper  executives  believe  that  the 
strength  of  the  nation’s  economy  has  inoculated 
Clinton  from  public  backlash.  Nine  out  of  10  pub¬ 
lishers  and  editors  said  public  opinion  on  the 
economy  was  a  major  factor  in  Clinton’s  favorable 
ratings  by  citizens.  Editors  gave  the  president  a  B’ 
for  his  handling  of  the  economy  —  his  highest 
mark.  Publishers  gave  him  a  ‘B-minus’  on  the  econ¬ 
omy,  also  the  highest  grade  they  awarded. 

“If  the  market  had  plunged  2,000  points  and  we 
were  in  the  midst  of  a  recession,  I  think  you’d  see 
an  altogether  different  set  of  ratings,”  said  Jack 
Whitaker,  publisher  of  the  Hannibal  Courier-Post, 
an  8,800-circulation  daily  in  Missouri. 

By  contrast,  only  37%  of  newspaper  execs  said 
Clinton’s  favorable  ratings  stem  from  public  reac¬ 
tion  to  independent  counsel  Kenneth  Starr’s  inves¬ 
tigation  into  the  president’s  extramarital  affairs. 
Just  one-fourth  of  those  polled  said  Clinton’s  con¬ 
tinued  popularity  reflects  support  for  his  polic>’ 
initiatives.  And  a  mere  8%  said  the  public  has  been 
mollified  by  the  president’s  protestations  of  inno¬ 
cence,  since  partially  retracted. 


In  total,  editors  were  more  charitable  toward 
Clinton  than  publishers.  Averaging  grades  in  20 
categories  —  ranging  from  federal  regulations  to 
national  security  —  121  editors  surveyed  gave  him 
a  ‘C,’  while  78  publishers  rated  him  ‘C-minus’. 

“Businessmen  have  more  problems  with 
Clinton  than  the  public  at  large,”  explained  an  edi¬ 
tor  who  participated  in  the  poll  but  asked  not  to 
be  identified.  Whitaker  saw  the  difference  in  eco¬ 
nomic  terms:  “Editors  tend  to 
be  more  idealistic  and  perhaps 
a  little  detached  from  the  reali¬ 
ties  of  the  business  world. They 
don’t  understand  or  want  to 
accept  the  bottom  line.” 

The  poll  seemed  to  support 
the  idea  that  editors  are  less 
focused  on  red  ink.  For 
instance,  editors  chose  the 
economy,  education  and  health 

C  C*  care  as  the  top  three  problems 
facing  the  country.  But  publish¬ 
ers  prioritized  the  economy, 
budget  deficit  and  government 
spending.  Education  was  No.  9  for  publishers.  And 
health  care,  rated  so  highly  by  editors,  was  near 
the  bottom  of  the  publishers’  pile. 

In  other  results,  83%  of  those  queried  said  they 
expect  Vice  President  A1  Gore  to  be  the 
Democratic  presidential  nominee  in  the  year 
2000.  And,  in  a  surprising  show  of  strength,  61% 
believe  Texas  Gov.  George  W.  Bush  will  get  the 
Republican  nod.  Bush  far  outscored  such  figures  as 
Jack  Kemp  and  Dan  Quayle  (7%  each).  Newt 
Gingrich  (6%)  and  Steve  Forbes  (5%). 

“That’s  amazing,”  said  Whitaker.  “Perhaps  this  is 
a  reflection  of  some  polls  that  show  that  while 
everyone  talks  about  the  liberal  press,  in  fact, 
newspapers  —  publishers  especially,  but  also  edi¬ 
tors  —  are  not  as  liberal  as  they’re  supposed  to 
be.” 

Langer,  whose  paper  covers  Bush  extensively, 
cautioned  against  making  any  predictions.  “This  far 
out,  it’s  a  sport,  not  a  science,”  he  said.“At  this  point 
in  the  process  in  1976,  Jimmy  Carter  would  not 
have  been  in  the  top  five. And  seven  years  ago.  Bill 
Clinton  wouldn’t  have  gotten  this  much  agree¬ 
ment.” 

The  EiS'P/TlPP  poll,  conducted  by  the 
Technometrica  Institute  of  Policy  and  Politics  of 
Emerson,  N.J.,  reached  199  editors  and  publishers 
and  has  a  margin  of  error  of  7.5  percentage  points. 


tiPP 


N  EWSPAPER 


POLL 


Grading  the  president 

Editors  Publishers 


Moral  leadership 
Economy 
Overall  grade 

(based  on  20  categories) 

Source;  Ec^'P/TIPP  Poll 
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Numbers  in  May 

U.S.  DAILY  NEWSPAPERS  consumed 
773,000  metric  tons  of  newsprint 
in  May,  2.8%  more  than  a  year  earlier, 
according  to  the  Newspaper 
Association  of  America. 

Publishers’  end-of-month  newsprint 
inventories  totaled  1.01  million  tons, 
representing  a  39-day  supply,  for  an 
increase  of  10.4%  from  the  915,000 
tons  (37  days)  in  May  of  1997. 

China  acts  on 
dumping 

Having  determined  that  17% 

to  79%  of  imported  Korean, 
Canadian  and  U.S.  newsprint  was 
dumped  —  causing  “substantial  dam¬ 
age”  to  its  “domestic  newsprint  indus¬ 
try”  —  the  Chinese  government  was  to 
initiate  temporary  anti-dumping  mea¬ 
sures  against  Korean  and  North 
American  newsprint,  according  to  the 
official  Xinhua  News  Agency,  which 
gave  no  details. 

The  investigation  was  continuing, 
with  a  final  decision  to  be  issued  “in 
due  time,”  the  agency  reported,  adding 
that  it  is  Beijing’s  first  such  investiga¬ 
tion  of  foreign  firms. 

Asia  venture 

advances 

consolidation 

IRECTORS  AND  SHAREHOLDERS 
of  newsprint  makers  on  three  con¬ 
tinents  approved  a  transaction  that  will 
jointly  create  a  major  newsprint  and 
groundwood  paper  company  in  Asia. 

In  the  $  1  billion  deal,  Montreal- 
based  Abitibi-Consolidated,  Norway’s 
Norske  Skogindustrier  and  Korea’s 
Hansol  Paper  Co.  each  will  hold  a  one- 
third  stake  in  a  new  Singapore-based 
company  that  will  own  100%  of 
Hansol’s  Chonju  mill  in  Korea  (1.04 
million  metric  tons  per  year).  It  also 
will  take  over  Hansol’s  53%  stake  in 
Shanghai  Hansol  Potential  Co.,  a 
130,000-tpy  newsprint  joint  venture  in 
China. 

At  the  same  time,  Norske  Skog  was 
closing  its  reported  $500  million  acqui¬ 
sition  of  Shinho  newsprint  mills  in 
Korea  and  Thailand  (300  tpy  total 
capacity).The  four  mills’  combined 
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annual  production  capacity  of  more 
than  1.4  million  tons  represents  a  15% 
share  of  the  Asia-Pacific  market,  or  40% 
of  the  Asian  market  outside  Japan. 

Abitibi  said  the  objective  of  the 
transactions  is  “to  create  the  largest 
Asian  newsprint  operation  outside 
Japan.”  It  called  the  mills  “extremely 
modern,  low-cost  assets  in  a  long-term 
growth  region.” The  average  age  of 
paper  machines  is  five  years. 

The  second-largest  paper  maker  in 
Asia  outside  Japan,  Hansol  will  use  pro¬ 
ceeds  of  the  sale  in  a  restructuring 
undertaken  in  response  to  Korea’s  dif¬ 
ficult  financial  situation.  North 
America’s  largest  newsprint  producer, 
Abitibi-Consolidated,  operates  18  mills 
in  Canada,  the  United  States  and 
United  Kingdom.  Norske  Skog  makes 
newsprint  and  magazine  paper  at  mills 
in  Norway,  France,  Austria  and  the 
Czech  Republic. 

The  Asia  venture  follows  the  spring 
agreement  by  Sweden’s  Stora  AB  and 
Finland’s  Enso  Oy  to  merge,  forming 
the  world’s  biggest  forest  products 
company,  with  $11.3  billion  in  sales. 
Among  Stora  Enso’s  paper  and  board 
products,  a  3  2  million-ton  newsprint 
capacity  will  make  the  merged  compa¬ 
nies  the  world’s  second-largest 
newsprint  manufacturer.  (Combined 
capacities  of  lightweight  coated  and 
supercalendered  papers  also  make  it 
the  second-largest  producer  of  maga¬ 
zine  paper.) 

A  710-year-old  business  begun  as  a 
copper  mine,  Stora  operates  a 
newsprint  and  supercalendered  paper 
mill  in  Port  Hawkesbury;  Nova  Scotia. 
Its  North  American  sales  offices  are  in 
Stamford,  Conn. 

Planned  kenaf 
capacity  expands 

Capacity  for  a  yet-to-be-buiit 
Texas  mill  that  plans  to  make 
newsprint  from  kenaf  fibers  has  been 
expanded  from  85,000  to  1 10,000 
short  tons.  Backers  of  the  mill  also 
plan  to  erect  a  second  mill  in  the 
.southwest  United  States. 

Kafus  Environmental  Industries  Ltd., 
Vancouver,  B.C.,  said  its  S>0%-held  sub¬ 
sidiary,  Kenaf  Industries,  redesigned  its 
LaSara,Texas,  mill  for  the  expanded 
output.  The  design  change  not  only 
raised  capital  cost  by  $30  million  to 
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approximately  $180  million,  but  also 
required  permitting  amendments, 
which  have  held  up  closing  of  the 
mill’s  financing  —  further  delaying  a 
20-year  effort  to  build  a  mill  that  would 
turn  fiber  from  the  fast-growing  plant 
into  strong,  bright  newsprint.  Kafus 
said  it  expects  the  LaSara  project’s 
financing  to  be  in  order  by  year’s  end. 

Expansion  of  the  first  mill  and  plans 
for  a  second  resulted  from  Kenaf’s 
negotiations  with  a  major  pulp  and 
paper  merchant  for  purchase  of  all 
newsprint  the  two  mills  could  pro¬ 
duce.  Selection  of  a  .second  mill  site  is 
to  be  made  this  summer. 

Like  cotton,  kenaf  is  a  member  of 
the  hibiscus  family.  It  can  grow  from 
seed  to  more  than  10  feet  in  seven 
months,  allowing  possible  cultivation 
over  two  seasons  in  suitable  climates. 
The  per-acre  yield  of  fiber  is  two  to 
three  times  that  of  Southern  pine, 
according  to  Kafus,  which  plans  to  use 
its  Texas  mill  as  a  scalable  model  for 
similar  development  elsewhere. 

Abitibi  strike 
update 

WORKERS  AT  AN  Abitibi- 

Con.solidated  mill  in  Troi.s- 
Rivieres,  Quebec,  voted  to  return  to 
work.The  mill,  which  resumed  full 
operation  by  the  end  of  July,  produces 
173,(K)()  tons  of  directory'  and  other 
value-added  papers. 

At  the  Kenora  mill,  talks  resumed 
with  five  nonstriking  locals  whose  con¬ 
tracts  expired  April  30.  Negotiations 
with  the  (Communications,  Energy  and 
Paperworkers  union  have  started  and 
stopped. 

Ten  mills  remain  idled  by  the  strike, 
which  affects  48%  of  the  tonnage  con¬ 
trolled  by  Abitibi-Consolidated. 

After  meeting  with  union  and  com¬ 
pany  officials,  the  Newfoundland  Labor 
Relations  Board  began  deliberating  on 
whether  it  has  jurisdiction  on  strike- 
related  issues  raised  by  Abitibi-Consoli- 
dated.The  board  was  expected  to  soon 
decide  if  it  would  hear  the  case. 

With  regard  to  maintaining  supplies 
to  customers,  a  spokeswoman  said 
Abitibi  will  not  discuss  inventories  or 
customer  relations  during  the  strike  — 
other  than  to  state  that  “we’re  taking 
all  measures  that  are  available  to  satisfy 
our  customers  during  this  period.” 
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NEWSPEOPLE  IN  THE  NEWS 


WILLIAM 
ALBRECHT, 

advertising  direc¬ 
tor  at  the  Duluth 
(Minn.)  News- 
Tribune,  has  been 
named  advertising 
director  at  the 

KEITH  RAFFONE 

Sioux  Fails,  S.D., 

Argus  Leader. 

GREGORY  ROBINSON,  controller 
at  the  Great  Falls  (Mont.)  Tribune,  was 
appointed  controller  at  the  Argus 
Leader. 

BRYANT  PIERPONT,  advertising 
director  at  the  Ardmore,  Okla.,  Daily 
Ardmoreite,  has  been  named  advertis¬ 
ing  director  at  the  Salina  (Kan.) 
Journal. 

GREG  B.  SLOAN,  circulation  direc¬ 
tor  at  the  Decatur,  Ill.,  LLerald  & 
Review,  has  been  appointed  circula¬ 
tion  director  for  Chattanooga 
Publishing,  agent  for  the  Chattanooga 


JOHK  TRIBBLE 


KEVIN  McCAim 


Times  and  the  Chattanooga  Free  Press 
in  Tennessee. 

KETTH  RAFFONE,  accounting  man¬ 
ager  at  the  New  Haven  (Conn.) 
Register,  has  been  named  accounting 
manager  at  the  Middletown,  N.Y., 

Times  Herald-Record. 

JOHN  TRIBBLE,  associate  director 
of  circulation  at  the  Washington 
Times,  was  appointed  customer  satis¬ 
faction  manager  at  the  Times  Llerald- 
Record. 

JENNIFER  GNECCO,  a  recent  grad¬ 
uate  of  the  State  University  of  New 
York  at  Oneonta,  has  joined  the  paper 


Hal  Polak 

of  Aptos,  California 
has  sold 

Gilroy  (CA)  Miracle  Miles 

(44,000  weekly  circulation) 


USMedia  Group,  Inc. 

We  are  proud  to  have  represented 
Hal  Polak  in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  505.82O.29OO 

E-mail:  dirks.van.essen@internetmci.com  http://www.dirksvanessen.com 


as  human  re¬ 
sources  assistant. 

MCEVIN 

McCANN,  senior 
partner  and  man¬ 
agement  supervi- 

....... .  ^  sor  at  Ogilvy  & 

PAMELA  BROWNING  ”  ^ 

Mather  in 

Chicago,  has 

joined  the  Chicago  Tribune  as  division 
manager  of  newspaper  marketing. 

RICK  HOOPER,  editor  at  the  weekly 
Harriman  (Tenn.)  Record,  has  been 
named  editor  of  Roane  Newspapers, 
the  Kingston,Tenn.-based  publisher  of 
the  weekly  Roane  County  News. 

KARL  D.  WVRZBACH,  city  circula¬ 
tion  director  at  the  Fort  Worth  (Texas) 
Star-Telegram,  has  been  appointed  cir¬ 
culation  director  at  the  Fayetteville 
(N.C.)  Observer-Times. 

MARVIN  LAVT,  assistant  general 
manager  at  the  Pueblo  (Colo.) 
Chieftain,  has  succeeded  BARCLAY 
JAMESON,  65,  as  general  manager  and 
executive  editor.  Jameson  retired  after 
16  years  of  service. 

JACK  RIORDAN,  sales  manager  for 
the  Post-It  Note  Media  division  of  3M 
Corp.,  has  been  appointed  vice  presi¬ 
dent  of  sales  for  the  Gannett  Retail 
Advertising  Group. 

PAMELA  BROWNING  has  been 
appointed  retail  advertising  manager  at 
the  Grand  Rapids  (Mich.)  Press  after  a 
stint  as  ad  director  at  the  Fort  Collins 
(Colo.)  Coloradoan. 

ALLEN  J.  KVRZMAN,  marketing 
director  for  the  Flex  Group,  a  New 
York  City-based  health  care  consulting 
firm,  has  been  appointed  director  of 
marketing  at  Gannett  Co.’s  weekly 
newspaper  magazine,  USA  Weekend. 

WENDY  FOX  WEBER,  features  editor 
at  the  Waukegan,  Ill.,  TVett's  Sun,  has 
been  promoted  to  north  regional  edi¬ 
tor  for  Sun  Publications,  a  subsidiary  of 
Copley  Chicago  Newspapers. 

DEAN  ROMANO,  retail  advertising 
account  executive  at  the  Chicago 
Tribune,  was  appointed  account  man¬ 
ager  at  Copley’s  weekly  Gurnee  (Ill.) 
Sun. 
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DAN  €lASSnJY,  city  editor  for  the 
Copley  Illinois  weeklies  Naperville 
Sun  and  Lisle  Sun,  has  been  appointed 
regional  editor  for  three  weekly  Illinois 
papers:  the  Plainfield  Sun,  Homer 
Township  Sun,  and  the  Lincoln-Way 
Sun. 

THOMAS  J.  WEST,  former  publisher 
at  the  weekly  Waseca  (Minn.)  County 
News,  has  been  named  executive  edi¬ 
tor  at  the  weekly  Duluth,  Minn., 
Budgeteer  News. 

CATHY  J.  BREWIS,  advertising  direc¬ 
tor  at  the  Tacoma,  Wash. 

Tribune,  has  been  promoted  to  direc¬ 
tor  of  em-ployee  and  community  rela¬ 
tions. 

STEVE  ROBINSON,  administrative 
director  at  the  News  Tribune,  has  been 


IN  A  YEAR  when  the  New  York 
Yankees  may  break  Major  League 
Baseball’s  record  for  wins,  the  man 
who  coined  a  famous  quote  about  the 
team  has  died  at  the  age  of  78. 

Jim  Murray  wrote  in  1950 
that  “rooting  for  the  New 
York  Yankees  is  like  rooting 
for  U.S.  Steel.”  It  was  one  of 
many  memorable  phrases  he 
came  up  with  during  a 
career  that  ended  with  an 
Aug.  16  heart  attack  at  his 
Brentwood,  Calif.,  home. 

Eight  years  earlier,  the  Los 
Angeles  Times fLos  Angeles 
Times  Syndicate  columnist  became 
one  of  a  few  sportswriters  to  win  the 
Pulitzer  Prize  for  commentary.  Others 
include  Dave  Anderson  and  Red  Smith 
of  the  New  York  Times.  (Smith  is  some¬ 
times  erroneously  credited  with  the 
U.S.  Steel  line.)  Murray  also  received 
numerous  other  awards,  and  was 
inducted  into  baseball’s  Hall  of  Fame 
in  1988. 

In  an  interview  soon  after  winning 
the  Pulitzer  (£6?P,  July  28, 1990,  p.  44), 
Murray  said  he  tended  to  avoid  provid¬ 
ing  scores  and  other  staples  of  local 
sports  reporting. “I  have  to  find  anoth- 


given  added  responsibilities  of  provid¬ 
ing  management  support  to  key  strate¬ 
gic  projects  and  initiatives. 

CHARLES  V.  PITTMAN,  vice  presi¬ 
dent  of  newspapers  for  Lee’s  Central 
Publishing  Group,  will  take  on  the 
additional  responsibility  of  publisher  at 
the  Davenport,  Iowa,  Quad-City  Times. 

BETH  C.  CLARK,  co-publisher  at 
the  Quad-City  Times,  was  appointed 
general  manager  of  the  paper. 

DAVID  M.  FVSEUER,  co-publisher  at 
the  Quad-City  Times,  was  named  pub¬ 
lisher  at  the  Missoula,  Mont., 
Missoulian. 

KEVIN  MOWBRAY,  advertising 
manager  at  the  Lincoln  (Neb.)  Journal 
Star,  was  named  general  manager  for 
marketing  and  sales  at  the  Missoulian. 


er  dimension  to  the  story,”  he  noted. 

Observing  that  some  sportswriters, 
and  journalists  in  general,  are  too  nega¬ 
tive,  Murray  added, “I’m  not  saying  you 
have  to  be  a  Pollyanna,  but  you  don’t 
have  to  be  a  Scrooge  either.” 

Once  in  a  great  while,  his 
columns  touched  on  the 
poignant  personal  subjects 
—  such  as  one  about  eye 
troubles  that  left  him  legally 
blind  since  1979. 

“Jim  was  so  readable,”  said 
Bill  Gallo,  associate  sports 
editor/columnist/cartoonist 
for  the  New  York  Daily 
News. '"We  combined  seriousness  and 
reporting  with  such  a  flavor  of  humor. 
When  1  finished  one  of  his  columns,  I 
would  say, ‘Shucks,  I’m  so  sorry  that’s 
over.’  ” 

Gallo  added, “Jim  was  a  fine  man. 
Ver>'  modest.  Just  a  great  gentleman.” 

Before  joining  the  Times  in  1961, 
Murray  was  West  (^oast  editor  for 
Sports  Illustrated  (which  he  helped 
found)  and  Los  Angeles  correspondent 
for  Time  magazine. The  Connecticut 
native  also  worked  for  the  New  Haven 
(Conn.)  Register  and  Los  Angeles 
Examiner.  —  David  Astor 


BENJAMIN  CHARLES  SPAULDING 

m,  marketing  and  advertising  director 
at  the  Argentinian  Buenos  Aires 
Herald,  has  been  appointed  president 
at  the  Evening  Post  Publishing  Co.- 
owned  Buenos  Aires  Herald. 

JEFFREY  COLE,  Pulitzer-nominated 
reporter  at  the  Wall  Street  Journal,  has 
been  named  aerospace  editor  at  the 
Seattle  Times. 

R.  TERRY  SMITH,  executive  vice 
president  at  Times-Journal  Inc.,  publish¬ 
er  of  the  Marietta  (Ga.)  Daily  Journal, 
has  been  appointed  president  and 
chief  operating  officer  of  Times-Journal 
Inc.,  Marietta,  Ga. 

DAVID  CRTTCHLOW  JR.,  editor  of 
the  Union  City,Tenn.,T/esse«^er,  has 
been  elected  president  of  the 
Tennessee  Associated  Press  Managing 
Editors. 

RON  BRLDGEMAN,  editor  of  the 
(^ak  Ridge,Tenn.,  Oak  Ridger,  was  cho¬ 
sen  president-elect  of  TAPME. 

KAREN  STEVENSON,  former  execu¬ 
tive  vice  president,  general  counsel  and 
secretary  of  Tele-TV,  New  York,  has 
been  named  vice  president/general 
counsel  at  the  Miami-based  Knight 
Ridden 
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BY  LESLIE  D.  LAREDO 


NEWSPAPER 


Building  An  Internet 


Advertising  Sales  Force 


Tips  and  hiring  strategies  for  online  newspapers 


Your  newspapers  web  site  traffic  is 

growing,  and  the  ad  inventory  is  growing. 
So  now,  you  need  to  grow  your  online  ad 
sales  organization  to  keep  apace.  But 
where  and  how  do  you  find  good  Internet  adver¬ 
tising  sales  reps? 

As  growing  numbers  of  online  new'spaper  man¬ 
agers  across  the  country  are  discovering,  this  is  a 
perplexing  question  that  has  no  easy  answers. 

The  two  most  critical  issues  facing  these  man¬ 
agers  as  they  attempt  to  build  a  cyberspace  sales 
force  are  the  availability'  of  such  potential  employ¬ 
ees  and  the  competitive  compensation  required  to 
lure  and  retain  them. 


The  latest  estimates  put  the  number  of  advertis¬ 
ing-supported  Web  sites  at  more  than  200,000. 
Most  of  these  did  not  exist  two  years  ago  —  and 
almost  all  of  them  need  to  find  more  or  better 
advertising  sales  reps. 

Thousands  of  companies  are  suddenly  compet¬ 
ing  for  Internet-sawy’  sales  reps.  In  addition,  the 
larger,  well-funded  Web  sites,  online  ad  placement 
networks  and  rep  firms  are  growing  their  organi¬ 
zations  and  opening  sales  offices  beyond  New 
York  and  San  Francisco.  As  some  newspaper  com¬ 
panies  have  already  learned,  when  a  major  online 
ad  network  or  search  engine  opens  a  regional 
office  in  your  territory',  they  recruit  relentlessly 


How  Much  Do  Online  Sales  Reps  Make? 

A  survey  finds  that  hefty  compensation  packages  are  common 


To  BETTER  UNDERSTAND  com¬ 
pensation  issues,  the  Laredo 
Group  surveyed  approximately  180 
online  sales  reps  about  their  salaries 
and  compensation  structure. The 
respondents  included  varying  titles: 
reps  (25%),  managers  (31%)  and 
vice  presidents  of  sales  (21%).  About 
half  (49%)  of  the  respondents 
were  from  ad  networks  and 
half  (51%)  from  individual 
sites.  Of  those  who  sold  for 
individual  sites,  the  largest  pro¬ 
portions  were  from  newspa¬ 
per  and  news  sites  (16%),  busi¬ 
ness  sites  (16%),  general  con¬ 
sumer  sites  ( 1 5%)  and  sports 
sites  (9%). 

Looking  at  Internet  ad  sales 
experience,  one  third  (30%) 
had  less  than  one  year  of  expe¬ 
rience  selling  Internet  ads.  If 
you  compare  the  ad  networks 
with  individual  sites,  the  net¬ 
works  have  been  able  to  hire 
more  experienced  reps,  with 
their  sales  forces  comprising 
only  20%)  of  reps  with  less 
than  one  year  experience  vs. 

37%  for  individual  sites. 

The  majority  of  reps  (51%) 
received  a  compensation  mix 


of  base  salary  and  unlimited  commis¬ 
sion.  About  one-fourth  (23%) 
received  straight  salary  and  11% 
commission  only.  In  addition, 
many  receive  bonuses:  31%  got  annu¬ 
al  bonuses,  21%)  got  quarterly  bonus¬ 
es  and  1 2%  got  monthly  bonuses. 

The  outstanding  compensation  com¬ 
ponent  (and  usually  nt)t  found  in 


51%  base  salary 


43%  stock  or  equity 


Online  Sales  Rep 
Compensation 


31%  annual  bonuses 


cttcKWje/. 


23%  salary  21%  quarterly  bonuses 


12%  monthly  bonuses 
11%  commission 


sales  packages  in  industries  outside 
of  the  Internet)  is  the  addition 
of  stock  or  equity.  A  surprising 
43%  said  they  get  stock  or  equity 
as  part  of  their  compensation  pack¬ 
age. 

Wliat  was  very  important  was  the 
reps’  attitudes  towards  their  compen¬ 
sation  package.  Most  (75%)  felt  own¬ 
ing  stock/equity  would 
improve  their  performance, 

Q  and  94%  said  it  would 

™®P  decrease  their  likelihood  of 

on  looking  for  another  job. 

Furthermore,  many  (48%) 
agreed  that  they  would  pre¬ 
fer  lower  pay  for  stock  and 
equity'  in  their  company. 

Sales  reps  expected  their 
salaries  to  dramatically 
increase  in  1998  over  1997. 
About  half  (51%)  of  the 
respondents  said  they 
earned  over  $50,000  last 
year,  but  almost  three-fourths 
(72%))  expect  to  earn  over 
$50,000  this  year,  and  25% 
expect  to  earn  over 
$100,000  this  year  with  at 
least  50%  of  their  compensa¬ 
tion  coming  from  sales  com- 


20  Editor  &  PcBLisi 


http  ://w  ww.  mediainfo  .com 


August  22, 1998 


j4->. . 


from  local  online  newspaper  sales  forces,  leaving 
those  newspapers’  managers  the  job  of  rebuilding 
their  team  as  their  own  former  employees  go  after 
their  online  advertising  clients. 


ad  sales  people  who  don’t  take  the 
Internet’s  potential  seriously. 


BIG  ROLE  OF  COMP  PACKAGES 

Competitive  compensation  packages  play  a  big 
role  in  who  wins  those  battles,  and  large  national 
sites  have  a  distinct  advantage  in  this  area.  In  addi¬ 
tion  to  a  potent  brand  and  a  demonstrated  com¬ 
mitment  to  the  online  future,  they  can  offer  attrac¬ 
tive  comp  packages  with  stock  and  equity.  Even 
smaller  sites  with  less  Internet  brand  identity  are 
offering  significant  signing  bonuses  to  reps  with  as 
little  as  one  year  of  experience  —  along  with 
healthy  stock/equity  pack- 
ages. 

Many  newspapers 
offer  such  comp  packages 
and  many  have  not  yet 
established  the  command- 
ing  local  online  presence 
likely  to  attract  star  reps 
from  other  sites.  But  news-  The  University  of 

papers  can  offer  verv  com-  Journalism  is  th 

petitive  benefits  including 

‘  .  .  M.A.  injournalisn 

favorable  health,  dental  and 

4()l(k)  plans,  discounts  to  The  University  of  I 

buy  stocks,  and  reim-  schools,  12,000 

bursable  tuition  programs.  universities  of  the 


CANNIBALIZING  OTHER  INDUSTRIES 

Ultimately,  a  large  pool  of  experi- 
enced  and/or  trained  Internet  media 
professionals  needs  to  be  in  place  to 
support  the  continued  growth  of  the  industry, 
(dearly,  that  industry  will  continue  to  cannibalize 
other  industries  and  disciplines  to  find  the  right 
mix  of  media  experience,  technology  acumen, 
great  rolodexes  and  the  ability  to  think  creatively 
as  the  infrastructure  of  cyberspace  publishing 
evolves.  Internet  media  salespeople  have  to  under¬ 
stand  and  weave  together  an  intricate  balance  of 
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COMPLICATED  MARKET 

Internet  ad  sales  is  one  of 
the  most  complicated  of  all 
selling  environments.  For 
the  most  part,  the  clients 
and  agencies  are  uneducat¬ 
ed  (or  under-educated)  in 
Internet  media  issues,  and 
reps  must  spend  substantial 
amounts  of  time  and  effort 
educating  the  clients  and 
potential  clients.  In  order  to 
do  this  and  know  how  to 
differentiate  their  online 
brand  and  sell  competitive¬ 
ly,  they  need  to  understand 
the  Internet  technologies 
used  for  creating,  delivering, 
measuring  and  targeting 
ads.  These  reps  n.ust  have  a 
good  understanding  of  mar¬ 
keting  and  thinking  outside 
the  established  traditions 
and  assumptions  of  newspa¬ 
per  ad  sales.  In  addition,  it  is 
critical  that  the  Internet  ads 


don’t  get  “merchandi-sed” 
away  to  sell  larger  print 
deals  —  a  common  problem 
among  traditional-minded 


Laredo  is  president  of  the 
Laredo  Group,  a 
Cambridge,  Mass., 
consulting  firm  that  offers 
media  sales  training. 


The  University  of  Montana  School  of  Journalism  is  searching  for  a  dean.  The  School  of 
Journalism  is  the  second-oldest  undergraduate  journalism  school  in  the  nation,  is 
accredited  by  ACEJMC  and  offers  B.A.  degrees  in  journalism  and  radio-television  and  an 
M.A.  in  journalism. 


The  University  of  Montana  is  a  comprehensive  liberal  arts  institution  with  seven  professional 
schools,  12,000  students  and  500  faculty.  The  University  of  Montana  is  one  of  two 
universities  of  the  Montana  University  System  and  The  University  of  Montana-Missoula  is 
the  center  of  liberal  arts  education  in  Montana.  It  is  the  only 
university  in  the  state  with  a  School  of  Journalism. 


The  dean  is  the  academic,  administrative  and  professional  leader  of  the  school.  Duties 
include  general  administration,  outside  fund  raising,  directing  the  academic  program, 
teaching,  advising,  and  serving  as  the  school's  advocate  on-  and  off-campus. 


The  successful  candidate  will  have  the  following  qualifications: 


•academic  experience  in  a  college  setting; 

•substantial  professional  experience  in  print  or  broadcast  news; 

•the  ability  and  commitment  to  raise  funds;  and 

•an  advanced  degree  or  professional  accomplishments  commensurate  with 
appointment  at  the  rank  of  professor  with  tenure. 


Administrative  experience  in  an  academic  institution  is  strongly  preferred. 


The  position  is  tenurable.  The  appointment  will  be  effective  July  1 ,  1 999. 


Applications  received  by  January  15,  1999,  will  be  given  full  consideration  and  should 
include  a  statement  of  interest  addressing  the  qualifications,  a  professional  resume 
and  three  current  professional  references.  Nominations  are  encouraged  and  should  be 
received  by  December  15,  1998.  The  position  will  be  open  until  filled.  Applications  and 
nominations  should  be  sent  to: 


Journalism  Dean  Search  Committee 
c/o  Robert  Kindrick,  Provost 
The  University  of  Montana 
Missoula,  MT  59812 


Questions  may  be  directed  to  B.  Edwin  Eck,  Chair  of  the  Committee,  (406)  243-431 1 . 


>  A  4 


The  University  of 

9  Montana 


The  University  of  Montana  is  an  Equal  Opportunity/ Affirmative  Action  Employer 
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American  Banker 


Copy  Editor  & 
Reporter 

American  Banker,  the  top  daily  newspaper 
on  the  Financial  Services  Industry,  seeks 
a  Copy  Editor  and  a  Reporter  for  its  New 
York  headquarters. 

Positions  require  at  —  -ir 

least  three  years  of  BlinJJjMJU 
journalism  experi- 
ence;  financial  writ-  r 
ing  a  plus.  Please 


media  concepts,  creativity  and  technol¬ 
ogy  know-how. 

LOOK  INSIDE  FIRST 

So  how  can  newspapers  find  and 
keep  such  online  ad  sales  specialists? 

_  First,  they  should 

look  inside  their 
existing  organiza- 


Reporters 

Securities  Industry 
News  is  a  weekly  news¬ 
paper  owned  by  the 
American  Banker/Bond 
Buyer  Group,  This  growing 
venture  covers  the  operational 
side  of  the  Securities  Industry, 
with  a  mix  of  straight  news, 
analysis  and  features  -  and  a  heavy 
emphasis  on  technology  appli¬ 
cations.  We're  looking  for  journalists 
-  entry  level  and  up  -  to  start 
immediately  on  a  full-time  basis.  Salaries 
are  commensurate  with  experience.  A 
terrific  opportunity  to  hone  your  skills  on 
two  hot  beats  -  finance  &  technology.  Send 
resume,  salary  requirements  and  clips  to: 

Oept  DM,  Security  Industry  News, 
1  State  Street  Plaza, 
New  York,  New  York  10004. 

“"Securities 

INDUSTRY  \EWS 


One  option  is 
to  harness  the 
strength  of  their 
local  advertising 
sales  relationships 
hy  integrating  the 
sale  of  online  ads 
with  that  of  tradi¬ 
tional  print  space. 
This  involves 
training  and  moti¬ 
vating  the  exist¬ 
ing  sales  force 
about  the  new 
products,  produc¬ 
tion  systems  and 
unique  customer 
service  aspects  of 
Internet  ad  sales. 

Compensation 
packages  need  to 
be  created  to 
reward  Internet 
space  sales  with¬ 
out  impacting  the 
existing  sales 
efforts. 

This  option  is 
not  idea!  at  the 
moment  because 
the  world  of 


Internet  ads  is  a  rapidly  evolving  one,  and  crucial 
systems  —  like  audience-measuring  standards  — 
are  still  in  their  infancy.  But,  as  the  Internet  con¬ 
tinues  to  move  toward  a  more  defined  and  pre¬ 
dictable  structure,  the  integration  of  print  and 
online  ad  sales  will  be  one  of  the  most  powerful 
advantages  newspapers  have  against  online  new¬ 
comers  in  local  markets. 

Another  option  is  to  build  or  grow  your  Internet 
sales  group  internally  from  your  current  ranks  of 
employees.  To  do  this,  you  must  find  individuals 
who  have  an  aptitude  for  technology  and  enjoy 
working  in  a  dynamic  environment  and  thinking 
creatively  with  a  bent  towards  marketing. 

One  drawback  is  that  traditional  personnel  may 
have  dramatically  different  comp  packages  or  may 
be  unionized.  In  either  case,  getting  an  employee 
to  substitute  their  existing  package  to  join  your 
online  program  may  not  be  economically  worth¬ 
while. 

BOSTON.COM  S  FARM  SYSTEM' 

One  other  option,  currently  employed  by  the 
Boston.com  organization,  is  developing  the  equiv¬ 
alent  of  a  “farm  system.”  As  Boston.com  executive 
director  Gina  Maniscalco  explains  it,  the  Web  oper¬ 
ations  hires  reps  with  2-  to  3-years  experience  to 
sell  their  online  business  directory  product. These 
directory  reps  are  trained  on  all  of  Boston.com’s 
ad  products.  Outstanding  reps  from  the  directory 
team  are  promoted  to  sell  their  banner  ads.  This 
flow  gives  the  online  directory  sales  organization 
a  career  path  while  ensuring  a  good  flow  of 
trained  sales  reps  into  the  national  sales  team. 

Or,  newspapers  can  look  outside  for  new  hires 
that  fit  —  or  can  be  made  to  fit  —  their  online 
sales  rep  needs. 

FOUR  WAYS  TO  RECRUIT  OUTSIDE 

There  are  four  basic  techniques  for  recruiting 
outside  online  sales  reps: 


StarTribune 

WORK  FOR  THE  BEST 

The  Star  Tribune  Company  is  owned  by  Sacramento-based  McClatchy  Newspapers,  Inc. 
Located  in  Minneapolis,  Minnesota,  the  Star  Tribune  is  a  media  company  that  aims  to  be 
the  area’s  leading  source  of  information  and  communication.  The  370-person  newsroom 
staff  has  a  long-standing  history  of  editorial  excellence  and  award-winning  journalism, 
including  a  1990  Pulitzer  Prize  for  investigative  reporting.  The  Star  Tribune  is  the  16th 
largest  daily  newspaper  in  the  nation,  with  a  circulation  of  387,412  and  the  12th  largest 
Sunday,  at  668,466. 

Current  openings  include: 


•Sports  team  leader 

•Health  and  Science  team  leader 

•National  correspondent 


•Sports  copy  editor 
•Consumer  team  leader 
•Technology  reporter 


To  apply  or  learn  more  about  these  openings  and  others,  contact: 

Brenda  Rotherham,  Recruiting  Coordinator 
425  Portland  Avenue,  Minneapolis,  MN  55488 
(800)  829-8742,  ext.  4422  Fax:  (612)  673-4526 
E-mail :  rothebe@gw.startribune.com 


1.  Steal  them  from  other 
sites.  Many  sites  are  constant¬ 
ly  probing  media  buyers 
about  who  are  the  best  online 
reps  calling  on  them.  While 
raiding  other  sites  can  guar¬ 
antee  some  experience  level, 
it  also  means  offering  higher 
comp  packages.  In  addition,  it 
takes  time  for  a  new  rep  to 
learn  and  represent  a  site  and 
sell  the  buyers  on  their  new 
alliance,  especially  if  the  rep 
was  hired  from  a  directly 
competing  site. 

2.  Retrain  reps  currently 
selling  other  media.  While 
print  reps  are  the  most  com¬ 
monly  used  by  online  news¬ 
papers  to  date,  potentially 
good  online  reps  can  be 
found  in  the  sales  forces  of 
broadcast,  cable,  radio,  direct 
mail  and  yellow-page  directo¬ 
ries.  With  solid  training  on 
Internet  media  concepts,  tra- 
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ditional  media  reps  can  learn  to  sell  the  Internet 
on  its  unique  attributes  and  not  like  an  extension 
of  the  media  background  from  which  they  came. 

MEDIA  BUYERS  MAKE  GOOD  SELLERS 

3.  Hire  from  the  buying  side.  Experienced 
Internet  media  buyers  and  planners  can  be  trained 
in  basic  sales  skills.  The  notion  is  that  these  buy¬ 
ers/planners  already  have  a  highly  valuable  skill  — 
they  understand  what  the  buyer  wants.  Many  from 
the  buyers  side  have  successfully  moved  to  the 
sellers  side. 

However,  sales  management  must  screen  for,  or 
plan  to  train  new  hires  on,  the  basics  of  selling  and 
ensure  that  these  reps  can  execute  basic  sales 
skills  such  as  solid  prospect¬ 
ing,  preselling  preparation, 
presentation  skills  and  clos¬ 
ing  the  business. 

For  example,  one  compa¬ 
ny  that  tried  this  tact  didn’t 
understand  why  their  new 
sales  force  (mostly  former 
agency  reps)  weren’t  making 
quota.  Further  investigation 
found  the  reps  were  only 
making  five  sales  calls  a 
week  —  they  should  have 
been  making  two  or  three 
times  that  many  sales  calls. 

These  sales  reps  needed  to 
be  screened  for  their  sales 
skills  and  should  have  had 
very  tight  sales  management 
to  ensure  that  they  managed 
their  territories  in  a  more 
appropriate  manner. 


In  any  scenario,  creating  a  recruit¬ 
ment  strategy  and  hiring  and  training 
reps  should  be  done  with  a  well- 
thought-out  plan. 

MAKING  YOUR  SITE  AN  ASSET 

The  plan  must  include  training  as 
an  integral  part  of  the  hiring  process,  including 
basic  Internet  technology,  Internet  media,  and 
basic  and  advanced  sales  skills.  Together  with  a 
good  site  and  solid  sales  management,  your  news¬ 
paper  can  then  capitalize  on  the  development  of 
the  Internet  as  a  consumer  medium  and  maximize 
the  advertising  revenue  contribution  your  site 
makes  to  the  company. 


RETREAD  TECH  REPS 

4.  Hire  technical  product 
sales  reps.  Don’t  overlook 
experienced  reps  who  are 
successfully  selling  software, 
hardware,  telecommunica¬ 
tions  services,  financial  prod¬ 
ucts,  and  other  high-tech 
products  and  services  as 
potentially  retrainees  for 
online  ad  product  sales.Their 
knowledge  is  very  valuable. 

In  fact,  in  the  highly  tech 
arena  of  Internet  media,  per¬ 
sonnel  with  an  understand¬ 
ing  of  the  underlying  tech¬ 
nologies  have  a  real  advan¬ 
tage,  especially  for  the  very 
savvy  media  buyers.  Software 
sales  reps  may  need  training 
on  the  nuances  of  selling 
media,  but  they  will  excel  at 
getting  into  and  resolving 
technical  issues  that  can 
unravel  a  sale.  Be  careful  to 
ensure  that  these  reps  don’t 
think  they  are  selling  tech¬ 
nology  vs.  audience  and  con¬ 
tent. 


PRESS  MANAGER 


The  Sun-Sentinel  is  seeking  a  Press 
Manager  for  our  Operations  division.  This 
position  is  responsible  for  managing  the 
press  and  warehouse  departments  located  in  our  Deerfield  Beach,  Florida  location. 
Reporting  to  the  Vice- President/Operations  Director,  the  Press  Manager  ensures  safety, 
high  quality  product  standards,  develops  and  implements  strategies,  operational  plans  and 
budgets,  and  provides  a  system  of  control  to  compare  and  meet  performance  objectives. 
The  Press  Manager  is  responsible  for  supervising  6  managers  and  an  administrative 
person,  as  well  as  indirectly  supervising  94  press  operations  staff. 

The  ideal  candidate  will  have  an  undergraduate  degree  in  graphic  arts  or  production 
management  or  equivalent,  related  experience.  Must  be  skilled  in  personnel  management, 
inventory  control,  budgeting  procedures  and  control  systems,  analytical  skills  and  record 
keeping  in  addition  to  technical  understanding  of  offset  lithography.  Must  also  be  able  to 
demonstrate  good  mechanical  aptitude  with  the  ability  to  troubleshoot  problems  and 
formulate  corrective  actions  when  necessary.  Ability  to  recognize  quality  reproduction  and 
deficiencies  that  may  exist  required.  Ten  years  experience  in  the  newspaper  industry  with 
a  minimum  of  four  years  double  width  offset  experience  and  3-4  years  of  pressroom 
management  experience  required. 


PRESS  OPERATORS 


The  Sun-Sentinel  is  seeking  experienced 
press  operators  to  work  in  our  state  of  the 
art  facility  in  Deerfield  Beach.  These 
positions  perform  procedures  to  ensure  satisfactory  press  run  to  print  company 
publications.  The  ideal  candidates  will  have  four  to  six  years  press  experience  in  quality 
offset  printing,  and  be  familiar  with  all  phases  of  web  offset  printing,  including 
troubleshooting.  Candidates  must  be  quality  conscience.  Must  be  able  to  work  flexible 
hours,  including  holidays  and  weekends.  The  Sun-Sentinel  prides  itself  on  having  an 
exceptionally  clean  press  room  and  a  staff  commitfed  to  the  pursuit  of  quality. 

We  can  offer  competitive  salary,  comprehensive  benefits  (including  Medical,  Dental,  Life 
and  Accident,  and  Short  Term  and  Long  Term  Disability  insurance,  401  (k)  and  Employee 
Stock  Ownership  and  Employee  Stock  Purchase  Plans,  vacations,  holidays,  sick  leave, 
etc.). 

To  apply,  please  forward  resume  with  salary  requirement  to: 

Sun-Sentinel  Company 

Attn:  Human  Resources  Department 
333  S.W.  12th  Avenue 
Deerfield  Beach,  FL  33442 
or  E-mail  to:  bfeldkamp@tribune.com 


Sun-Sentinel 


The  Sun-Sentinel  values  diversity  and  encourages  those  who  share  our  vision  to  apply. 
We  support  a  smoke-free,  drug-free  work  environment.  EOE 
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JENNIE  L.  PHIPPS 

Small-Town  Hiring 

How  newspapers  in  out-of-the-way  places  have  turned 
"small  town"  into  a  newsroom  recruiting  advantage 


SMALL  TOWNS  AND  cities  have  safety,  charm 
and  opportunity  going  for  them,  but  for  many 
people  —  especially  those  in  the  news  busi¬ 
ness  —  they  don’t  have  the  allure  of  a  big  city.  So 
getting  top-notch  employees  to  pack  up  and  move 
there  can  require  offering  special  incentives. 


Join  Alaska’s 
largest  newspaper 

The  Anchorage  Daily  News  is  a  daily  newspaper 
with  a  tradition  of  excellence.  Having  won  two  Pulitzer  ' 

Prizes,  we  know  the  results  attainable  with  teamwork,  commitment  and 
hard  work. 

Anchorage  is  a  city  of  260,000  with  a  young,  educated,  high  household 
income  population.  Winters  are  milder  than  many  places  in  the  Lower 
48;  summers  are  sublime. 

If  you  have  skills  in  the  following  areas,  please  contact  us.  This  might 
be  the  move  you’ve  needed. 

Assistant  Production  Director;  Requires  at  least  5  years  production  man¬ 
agement  experience  with  the  ability  to  lead  and  manage  diverse  groups,  and 
demonstrate  outstanding  communications  skills  that  build  bridges  among 
departments.  The  assistant  prcxluction  director  oversees  the  management  of 
prepress,  press,  packaging  center  and  building  services  departments. 
Systems  knowledge  very  helpful.  In  addition  to  producing  Alaska’s 
largest  daily  newspaper,  we  are  the  state’s  largest  offset  commercial  printer. 
Schedule  varies  to  include  day  and  night  hours  as  needed. 

Business  Reporter:  This  full  time  position  requires  an  experienced, 
energetic  reporter  who  will  focus  on  reporting  and  writing  short  daily 
and  longer  feature-length  stories  about  the  economy  and  the  real  estate, 
banking,  construction  and  tourism  industry.  Five  years  daily  newspaper 
experience  required.  A  background  in  business  journalism  is  helpful. 
Schedule  is  Mon.-Fri.,  10  am  to  7  pm.  but  can  vary  as  job  requires. 

Metro  Reporter:  This  full  time  position  is  for  a  smart  creative  reporter 
with  at  least  three  years  of  good,  quality  experience  and  clips  to  prove  it. 
We  want  a  resourceful  reporter  able  to  turn  complicated  issues  or  fast-moving 
news  into  interesting,  intelligent,  accurate  stories.  Schedule  is  five  consecutive 
days  per  week,  varying. 

We  offer  competitive  salary  and  an  excellent  benefit  package.  We  encourage 
diversity  in  our  workforce. 

Anchorage  Daily  News 
Human  Resources 
P.O.  Box  149001 
Anchorage,  AK  99514-9001 


Send  letter  and  resume  to: 


ADN 


Fellow  employers  in  her  geographic  circum¬ 
stance  should  try  emphasizing  opportunity,  urges 
Kathy  Silverberg,  executive  editor  of  the 
TimesDaily  in  Florence,  Ala.,  a  33,000-circulation 
morning  daily,  owned  by  the  New  York  Times 
Regional  Newspaper  Group. 

“It  can  be  hard  to  per¬ 
suade  people  when  they  are 
being  offered  big  towns  and 
big  dollars,”  she  explained. 
“We  just  don’t  have  the  inter¬ 
esting  life  and  the  diversity 
that  a  big  city  offers,  but  this 
is  a  good  place  for  families, 
and  it  is  a  good  place  for  peo¬ 
ple  who  want  an  opportuni¬ 
ty  to  grow.  I  try  to  emphasize 
the  value  and  the  opportuni¬ 
ty  to  make  this  job  what  you 
want  it  to  be.  People  want  a 
chance  to  do  significant 
work  and  to  make  a  differ¬ 
ence,  and  we  can  give  them 
both.” 

Camaraderie  and  open¬ 
ness  are  appealing  factors  for 
the  often-young  staffers  his 
paper  attracts,  says  Alan 
Vaughn,  the  26-year-old  man¬ 
aging  editor  of  the  Citizen,  a 
I6,()0()-circulation,  six-day 
daily  in  Auburn,  N.Y.,  a  town 
in  rural  upstate  New  York 
about  50  miles  from 
Syracuse.  The  publication 
has  a  regional  reputation  for 
doing  a  lot  with  a  small  staff 
“We  put  a  high  emphasis 
on  the  opportunities  to  work 
with  various  people  at  the 
paper,”  Vaughn  said.  “We  tell 
them:  ‘You’ll  get  a  lot  of  one- 
on-one  mentoring.  If  you 
want  to  talk  to  the  managing 
editor,  you  just  yell  across  the 
newsroom.’  We  encourage 
applicants  to  talk  to  every¬ 
one,  and  we  tell  the  people 
who  work  for  us  to  be 
absolutely  honest.  We  want 
them  to  talk  and  meet  with 
the  people  who  they  are 
going  to  be  working  with.We 


Anchorage  Dciily  News 

Check  our  website  www.adn.com  for  more  job  listings. 


Phipps,  a  former 
newspaper  editor,  is  an 
independent  writer 
based  in  Detroit. 
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find  people  click  pretty  well,  and  as  a  result,  every-  to  Ocala  and  help  keep  those  who  are 
one  works  as  a  team,  and  that  helps  a  lot  to  encour-  already  there.  The  paper  has  been  a 
age  people  to  stay  and  do  good  work.”  leader  in  this  effort. 

Ernestine  Johnson,  the  director  of  human  Johnson  says  that  one  of  the  first  top- 
resources  for  the  Ocala  (Fla.)  Star-Banner,  a  ics  of  conversation  among  committee 
5(),000-circulation  New  York  Times-owned  paper,  members  was  the  absence  of  two  big- 
says  working  in  a  small  city  has  changed  her  atti-  city  basics.There  was  no  bagel  shop  and 
tude  about  what  sorts  of  people  she  should  be  no  gourmet  coffee  bar.These  market  opportunities 
looking  for  when  she  goes  out  recruiting.‘‘We  used  weren’t  lost  on  entrepreneurs  in  the  community, 
to  look  for  students  who  were  of  the  traditional  In  the  last  year,  in  part  as  a  result  of  the  committee 
college  age,”  she  said.  “Now  when  we  recruit  at  meetings,  two  bagel  bakeries  and  three  coffee  bars 
schools,  we  are  particularly  interested  in  meeting  have  opened.  It  may  seem  like  a  small  thing,  but 
some  of  the  many  mature  students  who  have  Johnson  believes  it  helped  resolve  at  least  a  couple 
returned  to  school. We  like  to  find  the  people  who  of  the  lifestyle  issues  that  people  from  bigger 
are  starting  all  over  again.  They  aren’t  especially  (See  Small  Town  on  page  41) 


interested  in  big-city’  life.” 

Johnson  also  recognizes 
that  moving  to  a  place  like 
Ocala  can  also  be  expensive. 
Getting  around  requires  a  car 
—  one  that  can  withstand 
some  long-distance  driving. 
And  finding  a  place  to  live 
also  can  be  daunting.  Ocala’s 
population  increases  in  the 
winter  when  visitors  from 
the  north  come  in  droves. 
Landlords  and  utilities 
require  large  deposits  to 
reassure  themselves  that 
temporary  residents  will  pay 
the  bills  and  take  care  of  the 
property.  As  a  result,  new 
employees  need  to  have  an 
abundance  of  cash  when 
they  move  in,  and  many  of 
the  new  hires  at  the  Star- 
Banner  simply  don’t. 

While  many  papers  similar 
in  size  to  the  Star-Banner 
don’t  pay  relocation  expens¬ 
es  for  all  but  the  uppermost 
employees,  the  Star-Banner 
has  a  different  policy.  Almost 
everyone  who  comes  to 
work  there  gets  a  signing 
bonus.  They  can  use  that  to 
pay  what  is  required  to  get 
the  phone  and  the  electric 
turned  on.  The  paper  also 
pays  some  moving  expenses 
for  anyone  who  moves  more 
than  50  miles.  In  the  case  of 
potential  employees  without 
cars,  the  paper  will  consider 
renting  them  one  for  a  preset 
and  limited  amount  of  time 
until  they  can  save  up 
enough  to  buy  their  own. 

Recruitment  is  not  just  a 
problem  for  the  newspaper. 
It  affects  virtually  every  large 
employer  in  Ocala.  As  a 
result,  city  council  got 
involved. They  formed  a  task 
force  to  come  up  with  ideas 
that  will  attract  more  people 


m 
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The  European  &  Pacific  Stars  and  Stripes  newspaper 
has  open  Advertising  and  Technical  Operations 
positions  in  our  new  Washington,  DC  office. 

Positions  may  require  evening/weekend  hours  and  national 
and  overseas  travel.  Please  address  all  qualifications  required 
for  each  position  within  your  cover  letter,  and  send  a  resume 
with  salary  history  (mandatory)  to: 

WRAMC,  Civilian  Personnel-NAF,  Building  11,  Room  2-106, 
Washington  DC  20307-5001;  Fax:  (202)  782-7607; 
or  e-mail  MS  Word  or  ASCII  text  to:  jobs@stripes.osd.mil 

PUBLISHING  SYSTEMS  MANAGER 

We  are  seeking  a  highly  qualified  individual  to  take  the  lead 
during  installation  of  our  new  editorial  front-end  and  output 
management  system,  and  to  be  the  primary  administrator  of 
this  system.  Manager  is  responsible  for  the  system  used  to  pro¬ 
duce  at  least  six  editions  of  our  daily  tabloid  newspapers; 
including,  all  hardware  and  software  components  of  the  front- 
end,  output  management,  and  archiving  sub  systems  in 
Washington  and  will  assist  in  troubleshooting  communications 
and  output  problems  with  overseas  printing  plants.  If  you  have 
IS  support  experience  in  the  publishing  industry,  excellent 
communications  and  customer  service  skills,  and  a  strong  proj¬ 
ect  management  background,  send  us  your  resume.  The  ideal 
candidate  will  have  daily  newspaper  and  remote  printing 
experience,  and  be  versed  in  Windows  NT  and  SQL-based 
systems.  Reference  22-98-SS  in  your  e-mail  or  fax. 

Strong  base  salary  and  uncapped  commission  tied  to 
two  unique  positions:  Candidates  will  have  sales  experi¬ 
ence  with  multi-title  or  zoned  publications  at  a  commercial 
newspaper.  Familiarity  with  Baseview  a  plus. 

CLASSIFIED  ADVERTISING  SUPERVISOR 
Oversees  inbound  and  outbound  classified  advertising  activi¬ 
ties  including  classified  display  and  the  classified  system.  Must 
have  experience  training  and  motivating  a  sales  staff  and  inter¬ 
facing  with  advertising  agencies.  Will  carry  a  base  of  accounts 
and  develop  specific  categories  of  advertising.  Should  be  famil¬ 
iar  with  selling  recruitment,  real  estate  or  national  automotive 
accounts. 

NATIONAL  ACCOUNT  EXECUTIVE 

Must  have  a  track  record  of  consistently  meeting/exceeding 
personal  sales  quotas,  be  able  to  write  client  proposals,  and 
possess  ability  to  develop  target  accounts  and  conduct  cold 
calls.  Must  be  able  to  type  and  have  knowledge  of  Microsoft 
Office  or  similar  software.  Three  years  newspaper  experience 
or  five  years  of  general  media  sales  required.  Prefer  applicants 
with  agency/national  and  international  client  experience. 

DoD/NAF  is  EOE 
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MARKETING 


BY  JUSTINE  K.  BROWN 


The  Houston  Chronicle’s 
Video  Guide  Success 

A  new  supplement  takes  advantage  of  readers'  changing  movie-watching  habits 


Sometimes  THE  best  ideas  are  right  under 
your  nose.  For  the  Houston  Chronicle,  that 
certainly  proved  to  be  true. The  Chronicle, 
a  549,101-circulation  daily,  recently  devel¬ 
oped  a  revenue-generating  new  product  simply  by 
repackaging  information  they  were  already  gather¬ 
ing  on  a  weekly  basis. 

“Traditionally,  the  Chronicle  and  most  other 
newspapers  have  done  a  lot  of  coverage  of  movie 
openings  and  of  TV,”  said  Susan  Bischoff,  the 
paper’s  assistant  managing  editor  for  features.  “But 
as  more  and  more  people  rent  and  buy  videos, 
most  papers  haven’t  kept  up  with  that  change  in 
usage  patterns.” 

The  Chronicle  has  been  running  a  weekly  col¬ 
umn  of  video  releases  for  approximately  eight 
years.  The  column  contains  synopses  and  reviews 
of  movies  about  to  be  released  on  video. 

According  to  Bischoff,  the  column  is  very 
popular.  “We  were  getting  comments  from  read¬ 
ers  that  they  liked  our  column  because  by  the 
time  they  bought  the  various 
books 


available  about  rental  videos,  they  were  already 
out  of  date. Their  thinking  was:  Who  better  than  a 
newspaper  that’s  doing  a  daily  publication  to  be 
more  current  about  what’s  out  there?” 

IDEA  FOR  A  VIDEO  SUPPLEMENT 

That  prompted  Bischoff,  who  also  chairs  the 
Chronicle's  new  products  committee,  to  take  a 
look  at  what  it  would  cost  to  do  a  special  video 
supplement.  By  gathering  the  paper’s  past  editori¬ 
al  movie  synopses  and  compiling  them  into  a  com¬ 
prehensive  guide,  Bischoff  and  the  rest  of  the 
newspaper  staff  believed  they  could  develop  a 
valuable  new  product  for  their  readers  while 
simultaneously  creating  a  new  section  to  sell  to 
advertisers. 

After  expending  some  overtime  capital  in  both 
their  editorial  and  production  departments  (which 
included  adding  some  value  by  creating  top  10 
lists  like  family  favorites,  classics,  dramas,  etc.)  the 
Chronicle's  video  guide  was  set  for  publication. 
The  next  step  was  to  put  together  an  exclu¬ 
sive  sponsorship  package  for  the  guide. The 
advertising  department  quickly  devised  a 
package  that  included  strip  ads  throughout 
\  the  section,  the  back  page  of  the  section, 
I  promotion  referral  ads,  radio  overruns  and 
I  signage  for  each  of  the  advertiser’s  loca- 
I  tions. 


MTinw, 
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BLOCKBUSTER  RESPONSE 

!When  completed,  the 
bronicle  successfully  sold 
le  package  to  Blockbuster 
deo. 

According  to  Bischoff, 
ockbuster  had  never  spon- 
red  a  video  guide  for  a 
wspaper  before.  “To  the 
St  of  my  knowledge  they 
/en’t,  and  I  know  that  the 
res  here  haven’t  done  any- 
^nmg  since  with  another  kind 
fof  a  partner.” 

f  The  Blockbuster-supported 
pideo  guide  generated  $30,000 

I _ 

9rou'n  is  editor  of  California 
’Computer  News  and  a 
'reelance  business  writer 
'msed  in  Sacramento. 
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in  incremental  revenue  for  the 
Chronicle  and  was  so  well-received  that 
they  also  placed  the  contents  of  the 
guide  on  their  online  site 
(www.chron.com).That  in  turn  allowed 
them  to  sell  an  additional  online  spon¬ 
sorship  package  to  Blockbuster  worth 
$1,000  a  month. 

The  guide  concept  is  particularly 
well-suited  for  Web  site  use  and  the 
Chronicle's  provides  logically  organized 
series  of  video  categories  from  New  or 
upcoming  releases  and  Horror  to  Movie 
Musicals  and  Classics  on  video.  There’s 
even  a  Foreign  Films  section  for  those 
readers  who  want  to  know  the  story’ 
line  of  the  Danish  Babette’s  Feast,  the 
Italian  The  Bicycle  Thief  or  the  Mexican 
Like  Water  for  Chocolate. 

READERS  LIKE  IT 

“We  had  really  good  response  to  the 
guide,”  said  Bischoff.  “We  received  lots 
of  e-mail  on  it,  and  the  entertainment 
editor  who  does  most  of  our  video  cov¬ 
erage  heard  a  lot  back  from  readers.  We 
didn’t  hear  anything  at  all  negative,  and 
1  think  if  there  was  anything  wrong  on 
it,  we  would  have  heard  about  it.” 

The  response  to  the  print  video 
guide  was  so  positive,  in  fact,  that  the 
Chronicle  decided  to  produce  a  second 
guide.  Once  again,  they  worked  to  line 
up  Blockbuster  as  the  sponsor.  This 
time,  however,  the  deal  fell  through  in 
the  eleventh  hour.  “It  was  one  of  those 
things  where  the  regional  manager  of 
the  chain  changed,  and  the  new  person 
didn’t  want  to  support  it,”  said  Bischoff 

But  the  Chronicle  published  the  sec¬ 
ond  guide  anyway,  as  a  service  to  their 
readers.  “There  was  such  a  demand  for 
it,  and  we  wanted  to  build  the  expecta¬ 
tion  that  this  is  going  to  be  a  semiregu¬ 
lar  feature,”  she  explained. 

Bischoff  said  she’d  like  the  Chronicle 
to  get  to  the  point  where  they  are  pro¬ 
ducing  a  video  guide  once  a  quarter. 
Presently,  they  are  planning  to  produce 
another  guide  this  fall.  But  the  video 
guides  haven’t  come  without  some  dif¬ 
ficulties.  The  paper  produces  16  sec¬ 
tions  a  week,  as  well  as  several  regular¬ 
ly  scheduled  specialty  sections  like  a 
fine  arts  calendar. 

“Whenever  you  put  a  new  section  in, 
it’s  a  lot  more  work  than  if  we  just  went 
up  the  same  number  of  pages  in  an 
existing  section,”  said  Bischoff  “A  new 
section  is  always  a  little  bit  more  of  an 
adventure,  but  now  we  know  how  to 
do  it,  we  know  how  to  save  things  in 
the  system  and  recode  them,  so  each 
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time  we  do  this  it  should  get  a  little 
easier.” 

SALES  FORCE  KUDOS 

Bischoff  said  the  Chronicle's  sales 
force  was  very'  pleased  with  the  first 
sponsorship  ad  with  Blockbuster  and 
has  no  doubts  they’ll  be  able  to  solicit 
sponsorship  for  future  guides.  “We  now 
have  several  other  video  stores  and 
even  video  departments  in  grocery 
stores  who  are  interested.  There  are 
other  possible  advertisers,  and  I’m  con¬ 
fident  we ’ll  be  able  to  find  someone  to 
support  it  on  an  ongoing  basis.” 

Overall,  Bischoff  sees  the  video 
guides  as  a  solid  area  for  future  grt)wth 
at  the  paper.  “We  looked  at  how  the 
number  of  people  buying  and  leasing 
videos  has  gone  up  vs.  ticket  sales  at 
movie  theaters.  There’s  still  a  news 
interest  when  new  movies  come  out, 
but  I  think  the  Chronicle  and  most 
new’spapers  need  to  do  a  better,  more 
consistent  job  about  changing  what  we 
do  to  parallel  our  reader’s  interests. 
Video  is  an  area  where  I  definitely  think 
we  need  to  be  doing  more.” 


Paper  Gives  Back 
In  Evjue  Grants 

The  evjue  foundation  Inc.,  the 

charitable  extension  of  the  Madi¬ 
son,  Wis.,  Capital  Times,  awarded 
almost  $2  million  in  grants  to  civic,  cul¬ 
tural  and  educational  causes  through¬ 
out  Dane  County'.  The  grants  included 
$673,(KM)  for  the  University  of  Wiscon¬ 
sin’s  Madison  campus  and  SI. 3  million 
for  programs  elsewhere  in  the  area. 

NIE  Awards 

T  TSA  WEEKESD  AWARDED  grants 
C_y  for  promoting  the  annual  Student 
Fiction  Contest,  part  of  the  magazine’s 
Newspaper  in  Education  program,  to: 
the  Daily  Advertiser,  Lafayette,  La.; 
Glean  (N.Y.)  Times-HeraUT,  Sacra¬ 
mento  (Calif)  Bee;  IJkiah  (Calif)  Daily 
Journal  and  Wichita  Ealls  (Texas) 
Times  Record  News.  Winning  papers 
get  a  $  1,()(M)  grant. Winning  students  get 
a  $2,()(K)  ct)llege  scholarship  and  get 
their  stories  published. 


PROMAX 
FIRES  UP 
YOUR  SALES 
^STAFF 

We  give  your  team  the  skills  and  the  motivation  to  sell 
more  effectively.  We  offer  more  than  25  programs, 
consulting  and  a  library  of  newspaper-specific 
materials  for  on-going  development  of  your  sales 
team.  Find  out  how  ProMax  can  fold  into  your 
existing  programs  to  start  your  next  sales  period  off 
with  a  bang! 

promaX., 

maximizing  productivity,  profits  and  people  ^  ^ 

PROMAX  TRAINING  &  CONSULTING,  INC 
1-800-898-0444 
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Online  City  Guides 


Ticketmaster  and  CitySearch  will  make  a  powerful  new  team  fielding 

a  national  e-commerce  system  for  entertainment  and  sport  tickets 


After  abandoning  plans  to  go  public  in  an  increas¬ 
ingly  jittery  stock  market,  CitySearch  has  signed 
a  deal  to  merge  with  Ticketmaster  Corp.,  creat¬ 
ing  a  potential  superpower  in  the  city  guide 
marketplace. 

CitySearch,  a  Pasadena,  Calif.-based  company,  operates  one  of  the  most  high-profile  national 
networks  of  city  guides  in  the  U.S.  as  well  as  Canada  and  Australia.  Ticketmaster  is  the  Los 
Angeles  ticketing  vendor  that  is  a  part  of  Barry  Diller’s  USA  Networks  Inc.  The  joining  of  the 
two  creates  a  potent  national  e-commerce  system  for  virtually  all  types  of  entertainment  and 
sports  event  tickets.  Ticketmaster  Online’s  ticket  sales  rose  from  $100,000  to  $10  million  in  the 
last  21  months. 

“This  helps  separate  CitySearch  from  the  pack  of  online  city  guides,”  said  Lisa  Allen,  an  ana¬ 
lyst  at  Forrester  Research  in  Cambridge,  Mass.  “What  this  deal  does  is  produce  a  new  kind  of 
content,  an  enhanced  user  experience  —  the  ability  to  read  a  piece  of  material  and  being  able 
to  act  on  it  immediately.” 

It’s  what  Web  denizens  have  been  yelling  about  for  years  —  true  interactivity.  CitySearch 
users  have  always  been  able  to  read  about  the  circus  or  whatever  else  is  coming  to  town.  Now, 
they'll  be  able  to  order  tickets  to  those  events  with  only  an  extra  click  or  two. 

^Microsoft  of  Redmond,  Wash.,  got  into  trouble  last  year  when  its  sidewalk.com  city  sites 
linked  directly  toTicketmaster’s  Web  pages  without  permission  from  the  company.Ticketmaster 
sued,  claiming  that  the  links  implied  a  business  relationship  that  did  not  exist  between  the  com¬ 
panies.  Micro.soft  eventually  pulled  the  plug  on  the  links. 


“As  we  have 
maintained  for 
some  time,  we 
believe  that  most 
people’s  interests 
lie  within  the 
general  limits  of 
the  cities  in 
which  they  live.” 

—  Barry  Oilier,  chairman  of 
USA  Networks 


Merger  Will  Help  CitySearch  Expand  Into  More  Markets 

Ticketmaster  Online-CitySearch,  as  the  combined  company  is  to  be  known,  will  be  headed 
by  Charles  Conn,  CEO  of  CitySearch.  Conn  will  become  CEO  of  the  new  company  while  Alan 
Citron,  president  of  USA  Networks  Interactive,  will  become  chairman. The  deal  marks  the  first 
major  Net  initiative  for  USA,  which  owns  the  Sci-Fi  and  Home  Shopping  Network  channels. 

USA  is  expected  to  provide  funds  which  will  allow  CitySearch  to  expand  into  new  markets. 
The  service  is  currently  available  in  only  12  cities  (including  several  overseas),  but  it  expects  to 
add  four  more  before  the  end  of  the  year.  More  sites  are  expected  to  debut  next  year.  In  some 
markets,  CitySearch  has  teamed  up  with  local  newspapers  or  magazines  for  content.  And  the 
company’s  investors  include  Times  Mirror  and  the  Washington  Post  Co.  While  other  national  city 
guide  networks  have  focused  on  national  advertising,  CitySearch  has  pursued  thousands  of 
small  businesses  in  much  the  same  way  that  many  local  newspaper  sites  have  done. 
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Reporter's  Digital  How-To 

SUPREME  COURT  SAYS . . . 

Search  the  court's  rulings  at  http://supct.law.cornelledu/supct 


Nothing  in  the  federal  government  is 
quite  so  “local”  as  the  U.S.  Supreme 
Court.  Its  decisions  touch  the  lives  of 
your  readers  and  have  an  impact  on  beats 
throughout  your  newsroom. 

A  ruling  on  an  employment  issue  could 
affect  how  local  businesses  handle  hiring 
and  firing.  A  judgment  in  an  education  case 
could  determine  funding  for  your  schools’ 
athletic  programs.  And,  of  course,  First 
Amendment  decisions  always  strike  a  nerve, 
whether  they  focus  on  the  operation  of  adult 
bookstores  or  on  prayer  in  school,  on  the 
rights  of  protesters  to  demonstrate  in  front 
of  abortion  clinics  or  your  reporters’  access 
to  public  documents. 

And  yet,  until  recently,  the  Supreme  Court 
itself  has  not  been  especially  accessible. 
Unless  you  were  in  Washington  or  had  an 
inside  track  with  the  legal  community’,  get¬ 
ting  actual  copies  of  current  and  even  previ¬ 
ous  rulings  was  not  exactly  a  deadline-friend¬ 
ly  process.  At  the  mercy  of  the  federal 
bureaucracy  and  then  the  U.S.  Postal  Service, 
you  could  wait  days  —  even  weeks  —  to  get 
text  from  which  you  could  work  on  your 
local  stories. 

The  Internet  began  changing  all  this  a  few 
years  ago  when  Brian  Shelden  of  Cornell 
University  Law  School’s  Legal  Information 
Institute  created  software  to  give  the  Net 


community  near-instant  hypertext  access  to 
archived  decisions  of  the  high  court.  As  rul¬ 
ings  were  archived  on  the  day  they  are  hand¬ 
ed  down  by  the  court,  they  were  automati¬ 
cally  indexed  and  accessible  for  free  at  the 
Cornell  page. These  days,  that  page  interacts 
with  Project  Hermes,  the  Supreme  Court’s 
own  electronic-dissemination  project. 

To  look  up  a  recent  ruling,  visit  the 
Cornell  site  and  click  on  the  “Search”  button 
at  the  top  of  the  first  screen.  On  the  resulting 
form,  data  fields  are  provided  to  search 
either  the  contents  of  the  entire  archive  or 
just  the  syllabi,  which  are  short  synopses  of 
the  opinions.  The  latter  is  faster  and  your 
best  initial  approach,  since  it  also  cuts  down 
on  the  number  of  “false  positives.” 

You  can  always  search  the  entire  docu¬ 
ments  later  if  you  are  not  satisfied  with  the 
syllabi  search.  In  either  syllabi  or  full-text 
data  boxes,  you  can  search  for  a  case  by 
topic  (trademarks,  abortion,  firearms,  etc.).To 
search  for  a  phrase,  enclose  it  in  quotes,  as 
in  “First  Amendment”  or  “attorney  fees.” 
Also,  you  can  search  by  party  name  by 
using  the  prefix  “party/.”  So,  if  you  were 
searching  for  Smith  vs.  Minnesota  Mining 
and  Manufacturing,  you  could  enter  either 
“party/Smith”  or  “party /Minnesota  Mining 
and  Manufacturing.”  In  addition,  the  prefix 
(See  How-To  on  page  42) 


In  Short 


PAPERS  JOIN  TV  WEB  SITE 

Seven  suburban  weekly 
newspapers  in  the  Twin 
Cities  area  are  providing 
editorial  content  to  a 
Minneapolis  television  sta¬ 
tion's  Web  site.  The  papers, 
owned  by  Red  Wing 
Publishing  of  Red  Wing, 
Minn.,  virill  provide  editorial 
content  ranging  from  news 
to  police  reports  and  obits 
to  Channel  4000,  the  Web 
site  of  WCCO-TV  and  radio. 
The  papers  will  have  their 
own  Web  addresses  and  will 
also  be  reachable  from 
Channel  4000's  Hometown 
section.  Channel  4000  is 
part  of  the  Internet 
Broadcasting  System  in 
Edina,  Minn.  IBS  runs  Web 
sites  for  television  stations 
and  other  groups. 
www.wcco.com 
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REALBMEDIA 


Open  AdStream  Provides  the  lOWEST  COST  of  Ownership 


“Without  any  additional  hardware,  software  or  personnel,  in  less  than  2  days,  we 
were  able  to  install  5  copies  of  Open  AdStream  and  immediately  begin  serving  ad 
impressions  for  all  of  our  70  online  newspapers.  Open  AdStream  is  one  of  the  most 
stable  software  programs  I  have  encountered.  Simply  put,  it  works  and  works  well.” 

-  John  W.  Cary,  Deputy  Director  Online  Publications,  Chicago  Sun-Times 


To  learn  how  Open  AdStream™  provides  value  to  top  publishers,  contact  us  today  for  an 
online  demo.  E-mail  oas@realmedia.com  or  call  Scott  at  215-654-8376. 

The  #1  Choice  for  Serious  Internet  Publishers. ..www.realmedia.com 
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BY  JIM  ROSENBERG 


Dayton  Lines  Up  For  Storage 


COX  NEWSPAPERS'  DALTON  (Ohio)  Daily 

News  is  ready  to  put  the  final  pieces  in  place 
at  its  new  production  and  distribution  facility. 

Now  a  steel  and  concrete  skeleton  enclos¬ 
ing  almost  a  quarter-million  square  feet  on  a 
42-acre  site  in  nearby  Franklin  County,  the  $90  mil- 
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lion  plant  (E'iS'P,  Jan.  18,  June  28,  July  5,  1997)  will 
put  under  one  roof  most  of  the  latest  features  for 
such  projects  —  for  example,  keyless-inking,  shaft- 
Icss-drive  offset  presses  on  concrete  tables,  with 
automatic  roll  loading,  jaw  folders  and  three-high 
formers. 

_  Now  that  it’s  chosen  its  post- 

-  press  equipment,  the  mail- 

room,  too,  will  have  its  own 
share  of  new  technology. 

Unlike  the  printing  hall,  howev¬ 
er,  the  packaging  area  will  have 
one  feature  not  seen  this  side 
of  Scandinavia.  Dayton  will  be 
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Heidelberg 
supplies  Wamac 
line  storage 


the  first  U.S.  site  to  install  a 
Line  Storage  System  —  a  modu¬ 
lar,  layered,  stationary  approach 
to  storage  and  buffering,  in 
contrast  to  the  mobile  rotary 
systems  used  by  others. 

“We’re  trying  to  automate  as 
much  as  we  possibly  can  using 
current,  known  technology  . . . 
but  “not  take  unnecessary 
risks,”  says  operations  vice  pres¬ 
ident  Stan  Richmond.  “We  want 
to  push  right  to  the  edge  of  the 
envelope  for  the  technology, 
but  not  do  R&D  things.” 

For  much  of  its  major  mail- 
room  equipment,  the  Daily 
News  bought  from  hometown 
vendor  Heidelberg  Finishing 
Systems,  though  Richmond  said 
the  supplier’s  location  “was  not 
the  primary  reason  we  pur¬ 
chased  from  them.” 

The  Daily  News  already  uses 
model  632  inserters  from 
Harris/AM  Graphics/Sheridan,  a 
Dayton-based  business  sold  to 
Heidelberg  (which  had  already 
bought  the  old  Harris  printing 
press  business  from  the  same 
parent  company)  —  but  not 
before  Sheridan  (as  it  was  last 
named)  had  acquired  the  U.S. 
business  of  Sweden’s  Idab- 
Wamac. 

Besides  the  existing  insert¬ 
ers,  those  Sheridan  and  Idab 
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products  were  forerunners  of  the  gripper  convey¬ 
ors,  stackers  and  storage  system  going  into  Dayton. 

The  plant  will  run  gripper  conveyors  from  the 
press  delivery  to  the  four  inserters,  though  it  nor¬ 
mally  feeds  only  three.  The  fourth  is  used  for  a 
Sunday  prepack  operation.  Products  off  the  press  or 
out  of  the  fourth  inserter  can  be  fed  into  storage. 

Without  lifting  a  hand,  said  Richmond, “we  can 
store  an  entire  run  of  one  edition  of  our  paper  in 


state,  however,  the  Daily  News  will  become  the  sys¬ 
tem’s  first  North  American  user  next  year. 

When  the  Daily  News  installs  line  storage,  it 
won’t  be  quite  the  same  as  the  system  of  nine  years 
earlier.  As  part  of  what  Leonard  called  a  “very  loose 
arrangement”  with  Idab-Wamac  that  includes  joint 
marketing  in  certain  parts  of  the  world,  last  winter 
Heidelberg  began  manufacturing  the  line  storage 

(See  Dayton  on  page  42) 


our  storage  and  retrieval  sys¬ 
tem  and  automatically  feed  it 
back  out  of  there  and  into  our 
inserters.” 

The  modular  system  can  be 
incrementally  expanded  two 
blocks  at  a  time  to  accommo¬ 
date  a  paper’s  growing  needs. 
Dayton’s  will  hold  about 
240,000  newspaper  copies, 
according  to  Richmond. 

With  additional  components 
that  the  Daily  News  purchased, 
the  system  also  can  serve  as  a 
product  buffer,  allowing  print¬ 
ing  to  proceed  without  over¬ 
whelming  packaging,  or  allow¬ 
ing  packaging  to  continue  if 
the  press  is  stopped.  Richmond 
explained  that  in  the  first  case, 
line  storage  becomes  the  desti¬ 
nation  for  a  product  stream 
that  is  automatically  diverted  in 
the  event  of  a  full,  failed  or 
stopped  inserter;  in  the  second 
instance,  inserters  can  be  fed 
from  product  in  the  line  stor¬ 
age  rather  than  from  the  press. 

“So  you  have  continuous 
operation  of  the  press  and  the 
inserting  operation  without 
manual  intervention,”  said 
Richmond. 

The  system  creates  horizon¬ 
tal  tiers  of  product  almost  20 
feet  high  that  are  moved  by 
motor-driven  chains  and  worm 
gears.  GMA  first  brought 
Wamac’s  line  storage  from 
Sweden  to  the  U.S.  market  in 
19SK),  not  long  after  a  new  gen¬ 
eration  of  rotary-storage  solu¬ 
tions  also  appeared.  That  year 
its  first  U.S.  customer  site  was 
announced;  the  Canton,  Ohio, 
Repository  would  get  it, “sight 
unseen,”  as  part  of  a  package 
chosen  by  Thomson 
Newspapers.  Heidelberg 
Finishing  marketing  director 
Graham  Leonard  said  line  stor¬ 
age  ultimately  never  was 
installed  in  Canton.  Across  the 
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BY  DAVID  ASTOR 

KRT  Or  Not  KRT? 
That  May  Be  The  Question 

Knight  Flidder/Tribune  News  Service  is  reportedly  deciding  whether  to  sell  its  package 
to  a  planned  national  paper  despite  protests  from  Canadas  highest-circulation  daily 


Knight  ridder/tribune  News 

Service  is  reportedly  deciding 
whether  to  sell  to  a  new  Canadian 
paper  despite  protests  from  the 
Toronto  Star. 

Soiitham  Inc.’s  planned  national  daily  (whose 
name  has  yet  to  be  announced)  is  scheduled  to 
launch  in  late  October.  Meanwhile,  it  has  been 
subscribing  to  news  services,  comics  and 
columns  from  U.S.  distributors.  But  its  efforts  to 
bm’  KRT  are  apparently  in  limbo. 

“We  have  strenuously  objected,”  declared  Star 
publisher  John  Honderich,  who  said  his  paper  is 
a  longtime  KRT  client  and  the  Toronto  Star 
Syndicate  is  a  longtime  (Canadian  distributor  of 
KR  T  and  its  marketer,Tribune  .Media  Services. 

Sources  indicated  that  KRT  —  one  of 
America's  three  biggest  supplemental  wires  — 
may  have  originally  agreed  to  sell  to  the  planned 
paper  but  then  decided  to  think  about  it  after 
complaints  from  the  Star,  (Canada’s  highest-cir¬ 
culation  daily. 

Gordon  Fisher,  vice  president,  editorial  at 
Southam  and  assistant  publisher  of  the  planned 
paper,  referred  questions  about  the  status  of  a 
possible  KRT  deal  to  KRT/TMS  vice  president 
Walter  .Mahoney  —  who  could  not  be  reached 
after  several  days  of  voice-mail  tag.TMS  director 
of  marketing  Steve  Tippie  declined  to  comment. 

Honderich,  who  said  he  believes  KRT  is  still 
deciding  what  to  do,  was  asked  what  the  Star 
would  do  if  KRT  allows  the  new  daily  to  sub¬ 
scribe.  “It’s  too  early  to  say,”  he  replied. 

But  would  selling  KR'f  to  a  (^anadawide  paper 
breach  exclusivity  with  a  more  localized  daily? 

Honderich  said  the  Southam  paper  will  have  a 
certain  amount  of  circulation  outside  of  its 
Toronto  headquarters,  but  “we  do  not  see  it  as 
truly  national.We  see  it  as  a  vehicle  to  enter  the 
Toronto  market  —  the  only  major  market 
(lonrad  Black  is  not  in.” 

Black  did  recently  buy  the  Toronto-based 
Financial  Post,  a  national  tabloid  which  may  be 
transformed  into  broadsheet-sized  business  and 
investment  sections  in  the  new  paper.  Black’s 
Hollinger  Inc.  controls  Southam,  and  together 
the  two  companies  publish  58  dailies  with  40% 
of  Canada's  newspaper  circulation. 

Fisher  disputed  Honderich’s  remarks  about 
the  planned  daily.“lt  will  not  beTorontt>centric,” 
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he  stated.  “We  are  building  a  national  paper.  We 
will  have  circulation  across  the  country  — 
including  more  outside  Toronto  than  inside  it.” 

The  Southam  executive  did  say  the  paper  will 
consist  of  Toronto  and  national  editions.  And  he 
noted  that  some  news  service  and  syndicate 
material  may  appear  only  in  the  national  edition. 

Fisher  acknowledged  that  the  paper  may  run 
some  of  the  same  news  service  and  syndicate 
material  as  other  papers  in  markets  it  will  circu¬ 
late  in  —  including  Toronto. 

“I  don’t  have  a  problem  with  that,  but  our 
competitors  might,”  he  said,  while  adding  that 
the  paper  will  also  have  plenty  of  “distinctive” 
content. 

Another  supplemental,  the  Los  Angeles  Times- 
Washington  Post-News  Service,  will  continue  to 
distribute  only  to  the  Star  in  Toronto. 

“Because  of  our  exclusivity  agreement  with 
the  Star,  we  won’t  sell  to  the  Toronto  edition  of 
the  new  paper,”  said  LAT-WP  vice  president  and 
general  manager  John  Payne,  while  adding  that 
the  new  paper’s  national  edition  is  a  potential 
subscriber. 

“LAT-WP  is  standing  very  firmly  by  us,”  said 
Honderich,  who  also  noted  that  the  Star  has 
never  had  exclusivity  problems  with  the 
Toronto-based  but  nationally  oriented  Globe 
and  Mail  newspaper. 

Among  the  companies  selling  comics  and 
columns  to  the  new  paper  is  Universal  Press 
Syndicate.  But  vice  president/sales  Bob  Duffy 
said  he  doesn’t  believe  any  of  the  features  run  in 
the  Star,  Toronto  Sun  or  Globe  and  Mail. 


Ohio  Is  Heavier 
Than  It  Used  To  Be 

The  stone  at  Erma  Bombeck’s  grave  weighs 
29,000  pounds. 

According  to  press  reports,  the  late  humor 
columnist’s  husband  had  the  huge  boulder 
moved  from  Arizona  to  Dayton,  Ohio,  to  com¬ 
memorate  the  25  years  the  couple  spent  in  the 
Phoenix  area. 

Bombeck,  who  was  with  Universal  Press 
Syndicate,  died  in  1996  at  the  age  of  69. 
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SOjAvoM,  HOW'S  DAO  OfcAUNG- 
[ifittH  in  TH6  HOUSE? 


WAv?&  ID  I  V  A  cucre,,! 

COMPaJSA1t;M£6RT... 

i 


No  carousing  for  this  canine  since  the  kids  in  "Nest  Heads"  flew  the  coop. 


Copley  To  Offer 
Its  First  Strip 

COPLEY  NEWS  SERVICE  is  introduc¬ 
ing  the  first  comic  strip  in  its  54- 
year  history  on  Oct.  5. 

ITie  daily  and  Sunday  “Nest  Heads”  is 
by  Steve  Dickenson,  who  also  creates 
the  weekly  “Military  Brats”  comic.  In 
addition,  he  has  done  the  syndicated 
“Dillon”  and  “Tar  Pit,”  and  written  for 
“Dennis  the  Menace.” 

Dickenson’s  new  strip  stars  a  couple 
whose  married  daughter  and  college- 
age  son  no  longer  live  at  home.  These 
49-year-old  empty  nesters  include 
Jeannie,  a  registered  nurse;  and  Charlie, 
a  freelance  artist  and  part-time  babysit¬ 
ter  for  his  two  grandchildren. 

Clients  include  the  Dallas  Morning 
News,  Denver  Post,  Detroit  Free  Press, 
Philadelphia  Inquirer,  Portland 
Oregonian,  San  Diego  Union-Tribune, 
San  Francisco  Chronicle  and  Seattle 
Post-Intelligencer. 

Why  is  Copley,  which  has  comic  pan¬ 
els  and  editorial  cartoons,  finally  intro¬ 
ducing  a  strip? 

“I’ve  always  wanted  one,”  said  Bob 
Witty,  who’s  retiring  Sept.  1  as  Copley 
executive  vice  president/editor.  "That’s 
where  the  money  is  for  a  syndicate.” 

He  added,  “We  do  get  a  lot  of  submis¬ 
sions.  This  seemed  ideal.  It’s  funny,  well- 
drawn  and  hits  a  unique  demographic.” 

Feature  Meetings 
In  Kansas  City 

Sessions  on  the  Web,  syndication 
sales  and  other  topics  will  be  held  at 
the  Sept.  30  Newspaper  Features  Coun¬ 
cil  meeting  in  Kansas  City. 

The  NFC  gathering  will  be  followed 
by  the  Sept.  30-Oct.  3  American  Associ¬ 
ation  of  Sunday  and  Feature  Editors 
convention.  That  meeting  will  include 
18  workshops  and  the  AASFE’s  annual 
“Show  &  Tell”  session  spotlighting  the 
year’s  best  feature  sections. 

For  more  information,  contact  the 
NFC  at  203-661-3386  and  the  AASFE  at 
800-431-0010  x8243. 

Giving  Readers 
The  Business 

A  WEEKLY  COMIC  panel  focusing 
on  business  is  being  syndicated  by 
J  Features. 


“Simple  Interest”  is  by  Anthony 
Schultz,  a  business  section  artist  and 
graphic  designer  for  the  Boston  Globe. 

The  syndicate  (JFeaturesOaol.com) 
also  distributes  columns  by  Globe  per¬ 
sonal  finance  writer  Charles  Jaffe. 

Encyclopedia 
And  Almanac 

An  updated  version  of  Maurice 
Horn’s  World  Encyclopedia  of 
Comics  has  been  published. 

The  1,061 -page  Chelsea  House  book, 
first  released  in  1976,  includes  over 
1 ,400  entries  and  1 ,000  illustrations. 

Also,  Doubleday  has  published  the 
Mother’s  Almanac  Goes  to  School.Your 
Child  from  Six  to  Twelve.  It’s  by  self- 
syndicated  “Family  Almanac”  columnist 
Marguerite  Kelly. 

And  Andrews  McMeel  Publishing  has 
released  a  “Baby  Blues”  collection  called 
threats,  bribes  &  videotape.  It’s  by  Rick 
Kirkman  and  Jerry  Scott  of  King 
Features  Syndicate. 

Anti-Cancer  Push 
From  Thomson 

THO.MSON TARGET  MEDIA’S  health- 
file  publication  is  getting  involved 


in  an  effort  to  fight  breast  cancer. 

Healthfile  readers  will  mail  postcards 
and  letters  to  TTM  using  the  40-cent 
breast  cancer  research  stamp  that 
directs  an  8-cent  surplus  to  charity.  For 
ever)'  one  received,  TTM  will  make  a 
matching  donation  to  the  National 
Institutes  of  Health  —  and  randomly 
select  postcards  and  letters  as  prize 
winners. 

TMS  Tabs  Two 
To  Be  TV  Execs 

Tribune  media  services  has 

named  George  Ferone  administra¬ 
tive  manager  of  TMS  TV’  Listings  in 
Glens  Falls,  N.Y. 

Brian  Ward  is  moving  from  TMS  syn¬ 
dicate  division  operations  manager  to 
succeed  Ferone  as  TV  Listings  opera¬ 
tions  director. 

Sports  Columnist 
Jim  Murray  Dies 

JLM  .MURRAY,  THE  Pulitzer  Prize-win¬ 
ning  sports  columnist  for  the  Los 
Angeles  Times  and  Los  Angeles  Times 
Syndicate,  has  died  of  a  heart  attack  at 
the  age  of  78.  A  stor)'  about  him  appears 
on  Page  19. 


Did  you  know  that  a  million  seconds  is  less  than  12  days  and  a 
billion  seconds  is  nearly  32  years  I  Matt  Baron  presents  fun  and 
interesting  numerical  facts  to  readers  of  all  ages  in  a  fascinating  and 
offbeat  new  column,  “By  the  Numbers.”  From  ZIP  codes  to 
presidential  ages  to  baseball  statistics,  Baron  has  got  your  number. 
Ask  for  Matt  Baron's 

“By  the  Numbers”  attd  COPLEY 

news  service 

Call  1-800-238-6196  today. 
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BY  JOE  NICHOLSON 

Newspaper  Fined  For  ‘Adult  Only’  Apt.  Ads 

Pays  $1 1,000  fine  for  housing  act  violations 


An  ARIZONA  NEWSPAPER  that  has  been  running 
small  classified  ads  for  adult-only  apartments  for 
nine  years  has  been  fined  $  1 1 ,000  for  violations  of 
the  U.S.  Fair  Housing  Act. 

The  Sierra  Vista  Herald,  a  9, 100-circulation  daily,  settled 
in  February  after  finding  out  that  the  apartment  owner, 
whose  ad  offered  an  “adult  section,”  was  illegally  discrimi¬ 
nating  against  renters  with  children. 

The  1989  U.S.  Fair  Housing  Act  prohibits  ads  that  dis¬ 
criminate  on  the  basis  of  familial  status  —  or  race,  religion, 
sex,  handicap  or  ethnicity. 

It  provides  an  exception  for  seniors-only  housing,  but 
the  apartments  advertised  in  the  Herald  lacked  special  fea¬ 
tures  designed  for  seniors,  a  requirement  needed  to  quali¬ 
fy  for  the  exemption. 

“We’re  way  past  ‘whites  only,’  ”  said  Herald  general  man¬ 
ager  Phil  Vega.  “We  sometimes  lose  ads  when  we  turn 
down  wording  that  says  “good  for  families”  or  “near 
Lutheran  church”  or  an>lhing  that  could  be  interpreted  as 
exclusionary'.” 

The  Herald  was  sued  by  Sgt.  Frank  Bajuses,  of  the  near¬ 


by  Fort  Huachuca  Army  Base,  wife  Barbara  and  their 
4-year-old  boy.  The  family,  which  is  white  and  non- 
Hispanic,  also  sued  Sierra  Vista’s  Plaza  Apartments  com¬ 
plex,  which  agreed  to  pay  a  $64,000  fine. 

The  $75,000  settlement  was  divided  evenly  between 
the  Bajuses  family,  its  lawyers  and  the  Tucson-based 
Southern  Arizona  Housing  Center,  a  government-funded 
nonprofit  group  that  assisted  the  family. 

The  housing  group  handles  300  complaints  and  80  law¬ 
suits  annually,  according  to  executive  director  Richard 
Rhey,  who  said  most  complaints  come  from  families  with 
children,  followed  by  racial  minorities  and  people  with 
handicaps. 

Federal  housing  officials,  using  test  buyers  and  renters, 
have  found  that  about  half  of  all  racial  minorities  seeking 
housing  encounter  less  favorable  treatment,  said  Rhey. 

Vega  called  the  Bajuses  suit  “frivolous”  because  the 
newspaper  never  got  an  opportunity  to  correct  the  ad.  But 
he  said  the  law  makes  publishers  and  landlords  liable,  and 
advised  newspapers  to  protect  themselves  by  providing 
training  in  fair  housing  law  to  ad  staffers. 


BY  M.L.  STEIN 

Calif.  Bill  Would  Prohibit  KKK  Newspaper  Insertions 

Quick  approval  expected 


BILL  THAT  would  make  it  a  crime 
/%  to  insert  hate  literature  into  news- 
--  jL  papers  has  unanimously  passed 
the  California  Senate,  and  final  approval 
was  expected  in  the  Assembly,  which 
already  passed  its  own  version,  leaving 
differences  to  be  resolved  by  commit¬ 
tees  from  both  houses. 

The  bills,  supported  by  the  California 
Newspaper  Publishers  Association, 
were  introduced  after  a  rash  of  inci¬ 
dents  this  year  in  which  Ku  Klux  Klan 
fliers  were  wrapped  around  free  week¬ 
lies  and  a  paid  daily,  the  Lodi  (Calif.) 
News-Sentinel. 

They  were  authored  by  Sen.  Bruce 
McPherson,  R-Santa  Cruz,  a  former  pub¬ 
lisher  and  CNPA  member,  and  assembly¬ 
woman  Susan  Davis,  D-San  Diego.  The 
laws  are  supported  by  the  Anti- 
Defamation  League,  the  California 
Grocers  Association  and  state  Attorney 
General  Dan  Lungren. 


The  measures  would  create  a  misde¬ 
meanor  crime  of  theft  of  advertising 
services  to  attach  an  unauthorized  ad 
to  a  newspaper  and  redistribute  it. 
Current  law  protects  paid  newspapers 
from  such  insertions  but  doesn’t  pro¬ 
tect  free  papers. 

Kathy  Masera,  publisher  of 
California  Job  Journal,  one  of  the  free 
papers  victimized  by  the  KKK  wrap¬ 
arounds,  hailed  the  Senate’s  action, 
adding,  “We  should  have  had  this  law 
all  along  for  free  publications.” 

Masera,  whose  publication  is  distrib¬ 
uted  in  85  cities,  lobbied  for  the  legisla¬ 
tion. 

“The  bill  was  a  no-brainer,”  she  said. 
“Not  one  legislator  has  voted  against  it. 
It’s  not  taking  away  anybody’s  free- 
speech  rights. 

“What  the  KKK  did  is  called  theft. 
No  one  has  the  right  to  interfere  with 
our  product,”  she  continued. 


News-Sentinel  editor  and  publisher 
Marty  Weybret,  who  was  victimized 
when  someone  took  day-old  copies  of 
his  paper  from  trash  bins  and  stuffed 
them  with  a  KKK  flier,  also  welcomed 
the  added  protection.  “I  suppose  the 
KKK  people  are  snickering  that  news¬ 
papers,  which  champion  First 
Amendment  rights,  are  trying  to  take 
away  theirs,”  he  said.  “I  don’t  want  to 
limit  their  free-speech  rights  in  their 
own  publications,  but  I  also  don’t  want 
them  using  my  newspaper  for  their 
messages.” 

CNPA  attorney  Jim  Ewert  said  the 
outlook  was  good,  that  the  Senate  and 
Assembly  would  agree  on  a  final  ver¬ 
sion  and  were  waiting  for  Gov.  Pete 
Wilson  to  sign  it. 

Gubernatorial  spokeswoman  Andrea 
Brown  said  she  thought  Wilson  would 
sign  the  bill  into  law,  “but  he  needs  to 
look  at  what  it  contains.” 
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BY  MARK  FITZGERALD 


Monicacam:  A  Reporter’s 
Online  Lark  Draws  Audiences 

Started  as  a  personal  goof  by  a  newspapers  Washington  bureau  chief, 

Monicacam  has  now  been  taken  over  by  his  newspaper's  Web  site 


NJ® 


ORDINARILY,  THE  VIEW  from  the  office 
window  of  Newark,  N.J.,  Star-Ledger 
Washington  bureau  chief  J.  Scott  Orr 
isn’t  exactly  breathtaking;  a  few  non¬ 
descript  office  buildings  along  Connecticut 
Avenue. 

But  the  Monica  Lewinsky  scandal  changed  all 
that.  Orr’s  window  looks  down  on  the  offices  of 
the  former  White  House  intern’s  lawyers,  Plato 
Cacheris  and  Jacob  Stein. 

And  now  that  view  belongs  to  the  whole  world. 
Using  a  video-streaming  camera,  or  “Web  cam¬ 
era,”  Orr  has  created  Monicacam:  a  Web  site  featur¬ 
ing  live  pictures,  updated  every  10  minutes 
between  7  a.m.  and  10  p.m.  EST, 
of  the  Cacheris  and  Stein  build¬ 
ing. 

A  Web  camera  feeds  its  digital 
image  directly  onto  a  specially 
configured  Web  site.  The  image 
provides  viewers  an  almost  real¬ 
time  view  of  wherever  the  cam¬ 
era  is  aimed. 

The  big  paytiff  of  this  Web  < 
of  course,  is  the  occasional  sho 
Monica  coming  and  going  from  the  b 
ing.  In  fact,  the 
site  (www.nj. 
com/monica- 
cam)  includes 
a  Monica-spot- 
ting  tip;  “Dur¬ 
ing  the  day, 
you’ll  undoubt¬ 
edly  see  intrepid  members  of  the 
Washington  press  corps  staking  out 
the  building. 

“When  she’s  in  town,  Monica 
usually  arrives  around  9  a.m.  EST 
and  leaves  between  5:30  and  6  p.m. 


Kenneth  Starr.  The  image  is  permanently  posted 
on  the  site. 

The  prospect  of  seeing  Lewinsky  is  drawing 
heavy  traffic  to  Monicacam,  w'hich  came  online 
June  17. 

By  the  middle  of  August,  the  number  of  visitors 
was  approaching  80,(KX)  —  about  30%  of  them 
from  abroad.  Some  200  visitors  have  signed  up  to 
get  on  the  site’s  e-mail  list. 

“I  get  e-mail  which  ranges  from  ‘Keep  up  the 
good  work’  to  ‘Get  a  life,’”  Orr  said. 

Monicacam  was  started  as  a  personal  site  just 
for  fun.  Orr  supplied  the  $75  camera  —  with  reso¬ 
lution  too  low  to  make  it  useful  for  grab- 
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Moniacam  is  aimed  at 
the  entrance  of  Monica 
Lewinsky's  lawyers'  offices.  This  is  the 
scene  on  the  day  she  got  immunity. 


EST. 

“Actually,  1  should  probably  take  that  off  there 
now,”  Orr  said. 

“There  was  a  period  earlier  this  summer  when 
she  was  pretty  much  in  there  every  day. . . .  Now, 
she’s  been  back  in  California.” 

MONICACAM’S  BIG  DAY 

Monicacam  captured  Lewinsky  going  into  the 
offices  at  1100  Connecticut  Ave.  at  1:34  p.m.  on 
July  28  —  on  her  way  to  signing  her  immunity 
agreement  with  Whitewater  special  prosecutor 


bing  images 

for  the  print  version  of  the  Star-Ledger. 

When  he  was  operating  it  himself,  Orr  says  he 
turned  down  offers  to  run  paid  advertisements 
from  an  online  casino,  a  credit  card  company  and 
a  pornographic  site. 

But  now,  Monicacam  has  been  moved  to  the 
servers  of  New  Jersey  Online,  the  Web  site  of  the 
Star-Ledger  and  other  New  Jersey  newspapers  of 
the  Advance  Publications  group. 

New  Jersey  Online  now  runs  its  own  advertis¬ 
ing  banners  on  the  iMonicacam  page.  ■ 
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CIRCULATION 


BY  M.L.  STEIN 

New  York  Firm  Leads  For 
Frisco  City  Rack  Contract 

An  advertising  giant  that  has  never  made  news  racks  before  is  the  tentative 
winner  of  a  contract  to  build  1,000  for  San  Francisco 

N  UNEXPECTED  BIDDER  has  ten-  Westchester  County,  N.Y.,  Palm  Beach,  Fla.,  and 
tatively  won  the  franchise  for  install-  Washington,  D.C. 

ing  1,000  pedestal-mounted  news  Adshel  was  not  among  the  firms  that  initially 
racks  in  San  Francisco  in  what  is  pur-  provided  prototypes  for  tests  in  high-traffic  areas 
ported  to  be  the  first  such  arrangement  in  the  in  San  Francisco. 

United  States  between  a  city  and  a  private  compa-  Among  them  was  the  SFNA,  whose  circulation 
n)'.  director  Steve  Hearst  said  the  agency  is  ready  to 

The  city’s  Department  of  Public  Works  picked  step  in  with  their  racks  if  the  deal  with  Adshel  falls 
Adshel  Inc.,  a  New  York-based  street  furniture  through. 

company  owned  by  Clear  Channel  Communica-  SFNA  is  the  business  arm  of  the  Scin  Francisco 
tions.  (dear  (Channel,  a  giant  outdoor  advertising  Chronicle  and  Examiner. 
company,  also  owns  186  U.S.  radio  and  ISIW  sta¬ 
tions.  DETAILS  NOT  DISCLOSED 

Oddly,  Jf^Decaux,  the  French  firm  that  has  DPW  news  rack  director  Dan  Brugmann  told 
installed  several  newspaper  kiosks  in  San  F&P  a  contract  with  Adshel  was  not  quite  a  done 
Francisco  and  reportedly  was  favored  by  Mayor  deal,  pending  negotiations  on  design  and  other 
Willie  Brown,  did  not  submit  a  bid.  matters.  Bid  details  were  not  disclosed. 

Brown’s  press  secretary',  Kandace  Bender,  told  If  Adshel  does  get  the  nod,  it  will  offer  San 
£(@'P  that  the  mayor  is  satisfied  with  Adshel’s  offer.  Francisco  custom-made  pedestal-mounted  racks, 
“He  just  wants  the  mounts  around  the  city,”  she  which  it  will  build,  install  and  maintain  for 
added.  20  years  in  return  for  the  right  to  use  them 

Another  unusual  aspect  of  the  deal  is  that  for  advertising. 

Adshel,  which  beat  out  San  Francisco  Newspaper  Stephen  H.  Feinberg,  Adshel’s  president  and 
Agency  and  four  other  bidders,  including  the  wide-  CEO,  said  in  an  announcement  that  ads  will  be 
ly-known  City  Solutions,  would  be  building  its  first  placed  on  fewer  than  50%  of  the  units, 
newspaper  rack. 

Until  now,  it  operates  over  100,000  structures  in  FIRST  SUCH  PARTNERSHIP 
22  countries  consisting  mainly  of  kiosks,  bus  shel-  According  to  Adshel  spokeswoman  Kathy 
ters  and  outdoor  toilets.  Its  bus  shelters  are  in  Kahng,  the  San  Francisco  deal  would  mark  the  first 

time  a  U.S.  municipality  has  formed  a  part- 
j  nership  with  a  private  company, 
i  San  Francisco’s  choice  of  pedestal- 
n  i  mounted  racks  came  amid  criticism  from 
city  officials,  businesses  and  neighborhood 
groups  over  the  clutter  created  by  free¬ 
standing  racks,  many  dilapidated,  owned  by 
'  individual  newspapers. 

I  However,  several  weeklies,  notably  the 
§  i  San  Francisco  Bay  Guardian,  owned  by 
Bruce  Brugmann,  Dan  Brugmann’s  father, 
lobbied  to  keep  free-standing  boxes  out  of 
fear  weeklies  would  lose  their  identities  in 
multiple-publication  racks. 

Even  the  SFNA  wanted  to  keep  its  own 
machines  before  joining  what  seemed  an 
inevitable  change. 

Kahng  said  the  number  of  newspapers  to 
be  displayed  in  each  modular  unit  will 
Adshel  of  New  York  has  tentatively  won  a  contract  to  provide  1,000  depend  on  the  city’s  choice.  “It  could  be 

ad-supported  units  (above)  to  the  city  of  San  Francisco.  two  or  it  could  be  20,”  she  noted. 
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do  these 

creatures 


and 

newspapers 


or 

in  Newspapers 


have 


in  common 


Color  in  newspapers  has  moved  into  a  new  era. 
With  most  of  the  major  hold-outs  now  using  color 
on  front  pages,  the  face  of  the  industry  has  forev¬ 
er  changed.  Production,  marketing  and  editorial 
are  all  confronting  issues  on  how  to  use  color 
more  effectively.  What  has  been  the  effect  of 
color  on  advertising,  does  it  work  better  or  sim¬ 
ply  look  prettier?  This  special  section  of  E&P 
will  address  these  important  issues. 


Color  is  much  more  than  beauty 
-  it  means  si/rvival. 


Newspaper  executives  will  be  reading  this  sec¬ 
tion  to  gain  insight  into  the  latest  in  color  tech¬ 
nology,  applications  and  marketing  uses.  Reach 
these  decision-makers  who  buy  your  products.  Place 
your  company’s  advertisement  here!  Call  today! 


Space  Deadline:  Sept.  8,  1998 
Material  Deadline:  Sept.  15,  1998 


Betsy  Maloney  -  Washington.  DC  -  Tel;  (301)  656-5712  •  Fax;  (301)  656-5713 
Mike  Madden  -  Chicago,  IL  -  Tel;  (312)  641-0041  •  Fax;  (312)  641-0043 
Ramona  Cox  -  Denver,  CO  -  Tel;  (303)  333-9840  •  Fax;  (303)  333-2924 
Jill  Martin  -  Monterey,  CA  -  Tel;  (831)  646-6902  •  Fax;  (831)  646-6905 
Rick  Ferreira  -  New  England  -  Tel;  (508)  821-4670  •  Fax;  (508)  822-5039 
Howard  Flood  -  New  York.  NY  -  Tel;  (212)  675-4380  ext.  160  •  Fax;  (212)  929-1259 
Classified  Department  -  Tel;  (212)  675-4380,  ext  171  •  Fax;  (212)  929-1259 


E&P 


Editor<S?Publisher 

®THF.  FOURTH  FSTATF 


September  26,  1998 


All  images  are  ©copyright  Wildlife  Conservation  Society,  headquartered  at  the  Bronx  Zoo 
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Look  who’s  talking: 


•  Pat  BumagieRMeMsab)'  •  Kathleen  Qxiaex/New  Media  Consultant  •  Tony  \eeJcareers.w^.com 

•  Nate  Harmng/^en/-//  •  Lauren  Rne//tfemi7 Lynch  •Candy  l\iom^n/washin0on{x)st.com 

•  Eileen  Long^tor  &  Publisher  •  Patrick  WibmMlMcDonM  Classified  Services  •  Bruce  Skillings/8CT7i(wrf 
Nodes  Agemy  •  Susan  CxAs/Ydboo!  Classifieds  and  Yahoo!  Autos  •  Jody  Carmack/S'/.  Louis  Post-Dispatch 

•  Kathleen  McQueary/75!»  Houston  Chronicle  •  Peter  M.  TjaMaa/Advaruxd  Media  Group  •  j  ane  Levin^Ci!wei^> 
Reader  •  Bill  GmhWEIectric  Classifieds  •  Jonathan  Sheer/TJ&omson  Interactive  Media  •  Gene  TMAdtmU^ 

Marketing  •  Vin  Oosbie/ZJt^'fcrf  Deliverance  •  lisa  DeSistevBostort  Globe  Electronic  Puiiishir^ 

•  Anne  VTillianiVl’t/li!^  Voice-Stem  Publishing  •  Michad  Q'^mJPackett  Publications  •  Tun  XaoAm/Classified 

Ventures  •  Gary  Farnsworth//?.  Lauderdale  Sun-Sentinel  •  Rocco  Rossi/7?)e  Toronto  Star 

•  Mark  Walsh/Vd^/oaiMe/  •  Terry  I^ger/5/.  Louis  Post-Dispatch  •  Peter  Bemhard/Wa&j  Sem  Technolmes 

•  Debbie  Campbell/Gar  interactive  Media  •  Dexter  laPierre/Alw/  Diego  Union-Tribune  •  Bob  GilbertZ/rt^Ve/ 

•  Larry  Schwanz/^wcfton  Universe  •  Mike  Phelps/PA^,  Cutler  &  Associates  •  Marsha  A.  Stoidnan/Mtorfi’ 
Publish^  •  .Ann  DeUgattaZ/tato-^'-Tc/  •  Nick  Rogosienski/M«ne*^)o&5'tor-7’ri6«tte  •  Jim  D’Arcangelo/.'VfiO^tZ/. 

IMPACT  •  Adam  XeS/AdStar  Services,  Lnc.  •  Chris  Wugesherz/Zoa  Fusz  Automotive  Group 


Editor  &  Publisher's  Online  Classifieds  Industry  Symposium  promises  to  deliver  the  industry's 
most  expert  advice. 

Hear  what  they  have  to  say  about  Online  Classifieds.  About  their  marketing,  technology,  competition,  part¬ 
nerships,  alliances,  staffing,  money-making  possibilities  ...  and  about  their  expected  lifespan. 


Don't  be  left  out  and  in  the  dark  by  being  the  only  publisher  or  classified  executive  not  to  be  in  St.  Louis, 
October  5-7  for  Editor  &  Publisher's  Online  Classifieds  Industry  Symposium.  You  know  all  about  dead¬ 
lines  in  the  newspaper  business.  Real,  absolute,  final,  no-exceptions  deadlines! 

SO  WHAT  ARE  YOU  WAITING  FOR?  SIGN  UP  TOOAY 


Corporate  Sponsor 


The  Editor  &  Publisher  ^  ^  ^ 

Online 

Classifieds  ^  ^  ^  ^ 
Industry  Symposium 

October  5-7  •  The  Adam’s  Mark  Hotel,  St.  Louis,  MO 


Platinum  Sponsor 


REAL8MEDIA' 


Co-Sponsors 


Gold  Sponsor 


Bronze  Sponsors 


“TH  Q  J'snSONJ 
rr 


CyberCafe  Sponsor 

POSTne^ 


))nei(jwr 


Host  Newspaper 


Register  betbre  September  l6th  and  take  athantage  of  our  early  rate  of  just  $79S.  For  further  information  or 
to  register  online,  visit  our  Vt  eb  site  —  www.niediainfo.com  —  or  call  212-675-4580  X  285. 


BY  KELVIN  CHILDS 


Postal  Service  To  End 
Sale  Of  Gewgaws 

Program  had  angered  newspaper  publishers 


Merchandise  such  as  mugs,  earrings,  ties 
and  T-shirts  will  no  longer  be  sold  at  the 
nation’s  post  offices,  in  a  policy  change 
announced  Aug.  1 1  by  Postmaster  General  William 
J.  Henderson. 

The  U.S.  Postal  Service’s  previous  emphasis  on 
new  ventures  in  merchandising  had  been  a  sore 
point  for  many  newspaper  publishers  who  held  that 
the  agenc'y  should  focus  on  improving  mail  delivery 
rather  than  huckstering  souvenirs  and  bric-a-brac. 

Henderson,  who  became  postmaster  general  in 
May,  has  indicated  that  the  friction  the  program 
was  causing  with  newspapers  and  retailers  wasn’t 
worth  the  benefit. 

TTie  USPS  originally  began  selling  consumer 
products  with  images  from  stamps  on  them  but 
then  expanded  to  include  cartoon  characters  and 
other  kinds  of  images.  Lobby  and  counter  areas  at 
some  post  offices  across  the  country  have  come  to 
resemble  mall  stores. 

“We  expect  these  items  to  be  off  the  shelves  no 
later  than  early  1999,”  after  current  inventories  are 
sold,  wrote  Henderson  in  a  letter  to  the  House 
Appropriations  Committee. 

The  items  will  still  be  sold  from  the  Postal 
Service’s  Web  site  (www.usps.gov),  catalogs,  and 


at  the  Postmark  America  store  at  the  Mall  of 
America. 

USPS  spokesman  Roy  Betts  admitted  that  many 
businesspeople,  as  well  as  members  of  the  general 
public,  didn’t  feel  that  “the  Postal  Service  shouldn’t 
be  doing  these  things.” 

A  previous  postmaster  general,  Anthony  M. 
Frank,  ended  sales  of  all  such  items  in  1992  before 
he  left  the  office.  His  successor,  Marvin  T. 
Runyon,  brought  back  the  sales  —  viewing  them 
as  a  source  of  revenue  as  well  as  a  promotional 
gimmick. 

John  E  Sturm,  president  and  CEO  of  the 
Newspaper  Association  of  America,  said  he  met 
with  the  new  postmaster  the  day  before  the 
announcement.“He  seems  to  be  looking  to  chart  a 
different  relationship  with  newspapers,”  Sturm 
said,  with  the  Postal  Service  acting  more  as  a  part¬ 
ner  and  less  as  a  competitor.  The  end  of  merchan¬ 
dise  sales  was  a  positive  signal,  he  said.  “It’s  a  small 
sign  of  what  I  hope  will  be  a  significant  change  in 
direction.” 

Betts  said,  “We  can  make  this  policy  change  and 
not  run  the  risk  of  bankrupting  the  Postal  Service.” 
He  had  no  figures  on  how  much  revenue  the  mer¬ 
chandise  brings  in. 


Colorizing  Wedding  Announcements 


WEDDINGS  ARE  A  staple  on  the  Spokesman- 
Review’s  Chronicle  page,  but  the  newspa¬ 
per’s  diversity  committee  recently  noted  some¬ 
thing  askew:  virtually  all  of  the  married  couples 
were  of  European-American  heritage. 

So  the  Spokane, Wash.,  daily  made  a  project  out 
of  diversifying  the  page  in  an  effort  to  better 
reflect  the  fact  that  about  8%  of  the  county’s  resi¬ 
dents  are  people  of  color.  First,  the  Perspective 
page  ran  a  story  by  committee  member  Jamie 
Tobias  Neely,  who  observed,  “Unfortunately,  it 
sometimes  seems  as  if  only  white  couples  get  mar¬ 
ried.” 

Her  piece  examined  the  reasons  for  the  dispari¬ 
ty  and  invited  all  readers  to  alert  the  newspaper  to 
their  engagements,  weddings,  anniversaries  and 
100th  birthdays. 

The  next  day,  the  diversity  committee  mailed 
letters  to  more  than  60  churches,  community 
groups  and  wedding  photographers. 

It  asked  their  help  in  reaching  residents  of  all 
backgrounds,  and  included  copies  of  Neely’s  arti¬ 
cle  and  the  newspaper’s  marriage  announcement 
form. 

“What  we  really  want  is  for  people  to  bring  in 


their  pictures  and  for  us  to  publish  them  in  the 
paper,”  said  editor  Chris  Peck.  “It’s  a  worthwhile 
and  important  part  of  what  our  newspaper  should 
do.” 

Peck  acknowledged  that  African-American  read¬ 
ers  saw  so  few  pictures  of  black  people  on  the 
wedding  page  that  “some  people  assumed  we  pur¬ 
posely  excluded  them.  It  wasn’t  someone  saying, 
‘Let’s  not  bother  with  this.’  I  don’t  think  it  was  a 
conscious  effort.” 

But  the  newspaper’s  assumption  “was  flawed” 
that  readers  understood  their  wedding  an¬ 
nouncements  would  be  printed.  Peck  said,  adding, 
“A  lot  of  people  didn’t  know  we  had  a  non- 
discriminatory  policy,  or  a  lot  of  people  didn’t 
believe  it.” 

Since  the  Perspective  page  story’  on  June  2,  sev¬ 
eral  wedding  announcements  from  African- 
Americans  and  Asians  have  trickled  in,  said  Neely, 
who  noted  that  the  story'  was  reprinted  in  the 
monthly  Spokane  African-American  Voice. 

Still,  nobody  expects  a  deluge  of  announce¬ 
ments  from  minorities.  Said  Peck:  “We  recognize 
that  this  is  a  missing  element  in  our  coverage.  Now 
we’ve  got  to  go  the  extra  mile.”  —  M.L.  Stein 
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CONFERENCES 


BY  M.L.  STEIN 

Don’t  Sweat  The  Internet 
Says  USA  Today’s  Curley 

In  a  speech  at  odds  with  the  assessments  of  other  speakers  at  a  recent 
publishers  conference,  Curley  paints  a  surprisingly  rosy  picture 


The  publisher  of  USA  Today  says  he’s 
not  worried  about  the  Internet  and  the 
other  media  competitors  that  are  push¬ 
ing  into  traditional  newspaper  markets 
because  newspapers  have  unique  strengths  that 
competitors  can’t  rival. 

Like  a  coach  exhorting  his  team  at  halftime,  USA 
Today's  Thomas  Curley  told  the  Coronado  con¬ 
vention  of  the  California  Newspaper  Publishers 
Association:  “This  era  is  about  massive  data  trans¬ 
fer,  and  nobody  is  in  a  better  position  to  analyze  it, 
put  it  in  context  and  shape  it  than  newspapers. 
And  we  still  have  the  ability  to  connect  with  peo¬ 
ple  in  ways  that  other  media  can’t.” 

Curley’s  remarks  clashed  sharply  with  those 
of  earlier  speakers  who  sounded  dire  warnings 
about  the  inroads  the  Internet  and  other  media  are 
making  into  newspaper  advertising  and  reader- 
ship. 

Curley  claimed  that  USA  Today's  circulation  is 
2.2  million,  making  it  the  largest  in  the  nation,  and 
asserted  that,  contrary  to  predictions,  the  paper 
has  become  competitive  with  television  by  hold¬ 
ing  prices  down  and  taking  circulation  up. 
Meanwhile,  he  claimed,  NBC’s  audience  has 
dropped  45%  in  the  past  decade  and  4%  in  the  past 
year,“and  NBC  is  No.  1  in  broadcast.  If  we  were  off 
4%,  what  would  we  write  about  ourselves?  What 
would  our  headlines  say?” 


“If  I  were  a  local  pub¬ 
lisher  today,  I  would 
move  my  office  to  the 
circulation  depart¬ 
ment.  This  is  not  just 
about  circulation.  You 
will  learn  so  much 
about  what  is  selling 
and  not  selling,  what 
production  is  doing 
and  not  doing,  and 
what  the  newsroom  is 
doing  and  not  doing. 
We  are  too  removed 
from  the  distribution 
system." 

—  Thomas  Curley, 
publisher, 
USA  Today 
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SALES  PERSISTENCE 

He  suggested  that  newspapers  should  follow 
USA  Today's  policy  of  sales  persistence  that  has 
helped  the  national  daily  become  Gannett’s  largest 
income-producing  property.  An  example,  he  con¬ 
tinued,  is  USA  Today's  acquisition  of  the  Starbucks 
account. “It  takes  a  long  time  to  get  some  of  these 
sales,”  he  said. “It  took  us  five  years  to  get  Starbucks 
and  a  lot  of  people  said  we’d  never  get 
it.  [Competition]  is  not  about  USA  Today  vs.  the 
Los  Angeles  Times',  it’s  about  Starbucks  customers. 

That’s  what  Starbucks  cares  about.  At  USA  Today, 
we  work  hard  to  understand  what  advertisers 
want.  We ’ll  do  whatever  it  takes  to  bring  the  news¬ 
paper  into  hotels  and  newsstands. We  don’t  bench¬ 
mark  our  ad  rates  against  newspapers  but  against 
network  TV.  If  we  are  competitive  with  them,  we 
will  do  OK.” 

Curley  predicted  that  because  of  ongoing  busi¬ 
ness  mergers,  newspapers  will  have  fewer  adver¬ 
tisers  and  must  develop  “deep  and  long-lasting 
relationships”  with  those  remaining.  Getting  new 
customers,  he  stressed,  will  depend  on  a  paper’s 
selling  strength. 

EDITORS  IN  THE  STREETS 

USA  Today  works  just  as  hard  to  win  reader- 
ship,  Curley  declared.  To  “connect”  with  them,  he 
said,  the  rule  at  the  paper  is  that  editors  “walk  the 
streets”  to  talk  to  customers  and  newsstand  ven¬ 
dors  for  firsthand  feedback.  “The  idea,”  he 
explained,  “is  to  get  them  away  from  the  phone 
and  the  tube,  which  are  the  greatest  threat  in 
terms  of  isolation.”  In  addition,  Curley  said,  man¬ 
agers  also  are  flown  periodically  to  London  and 
Paris  to  show  them  how  competitive  those  cities 
are  for  newspapers. 

Curley  stressed  the  need  for  news  executives  to 
learn  more  about  readers  from  the  circulation 
managers.  “If  I  were  a  local  publisher  today,  I 
would  move  my  office  to  the  circulation  depart¬ 
ment,”  he  said.  “This  is  not  just  about  circulation. 

You  will  learn  so  much  about  what  is  selling  and 
not  selling,  what  production  is  doing  and  not 
doing,  and  what  the  newsroom  is  doing  and  not 
doing.  We  are  too  removed  from  the  distribution 
system.”  The  paper’s  credo,  Curley  said,  is  that 
“readers  come  first,  that  we  will  grow  in  our  tar¬ 
geted  market,  and  that  we  will  win  young  readers 
and  certain  minority  readers.” 
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Curley  offered  these  circulation¬ 
building  tips: 

♦  Poor  circulation  service  will  lose 
subscribers. 

♦  People  make  buying  decisions  on 
the  local  report’s  quality'  and  timeliness. 
“When  we  do  extremely  well  in  the  mar¬ 
ketplace,  it’s  because  somebody  thinks 
our  report  meets  the  quality  they  want.” 

♦  Present  fair  and  balanced  report¬ 
ing.  “People  get  really  angry  when  they 
think  the  paper  isn’t  fair,  and  they  look 
for  another  newspaper. That’s  when  we 
benefit.” 

Curley  said  its  coverage  of  the 
Winter  Olympics  brought  home  to  USA 
Today  the  importance  of  showing 
what  a  paper  can  deliver.  “Our  biggest 
circulation  gains  in  the  first  half  of  the 
year  were  not  due  to  all  this  salacious 
[Monica]  Lewinsky  stuff,”  he  recalled. 
“We  were  up  5%  on  single  copy 
because  we  connected  to  a  certain 
number  of  Americans  at  a  time  in  their 
lives  when  this  kind  of  news  was  of 
special  value  to  them.”  He  pointed  out 
that  a  USA  Today  photographer,  after  a 
five-hour  mountain  climb,  got  a  shot  of 
Picabo  Street  on  her  gold  medal  run, 
and  26  minutes  later  it  was  flashed  by 
satellite  to  the  paper,  giving  it  a  clean 
scoop  over  CBS,  whose  broadcast  of  the 
run  was  not  seen  here  until  the  next  day. 

“This  shows  what  newspapers  can 
do,”  Curley  contended.  “This  era  is  like 
the  Olympics;  it’s  about  winners  and 
losers.  There  is  a  lot  of  competition  out 
there,  but  the  biggest  problems  we  face 
are  from  within  —  organizational 
change.  It’s  about  rising  to  the  challenge 
and  if  we  can  do  it,  we  will  flourish.” 

In  a  Q&A  session,  a  small-town  pub¬ 
lisher,  taking  note  of  USA  Today's  lavish 
use  of  color,  asked  Curley  about  the 
value  of  color,  saying:  “Our  readers  don’t 
seem  to  care  about  it.”  Color,  Curley 
replied,  is  “today’s  reality.  It  gives  the 
impression  you  are  modern.  But  if  you 
need  another  reason,  use  it  for  revenue.” 

Curley  also  w  as  asked  to  define  USA 
Today's  “philosophy  of  branding.” 

“Stake  out  certain  coverage  areas 
and  make  sure  you  excel  at  them,”  he 
said.  “We  don’t  attempt  to  cover  every¬ 
thing.  We  cover  seven  core  areas  and 
shrink  and  edit  the  hell  out  of  the  rest.” 


Stop  The  Presses 

Continued  from  page  3 

addresses  —  and  getting  them  in  accu¬ 
rate  form.  Increasingly,  fulfillment  oper¬ 


ations  like  Centrobe  are  asking  for 
e-mail  addresses  when  subscribers  ini¬ 
tially  sign  up  to  receive  a  publication. 
Centrobe  has  been  collecting  e-mail 
addresses  for  a  couple  of  years. 

Murray  says  one  of  the  most  impor¬ 
tant  things  any  publisher  can  do  these 
days  is  start  collecting  print  subscribers’ 
e-mail  addresses.  Even  if  they  don’t 
expect  to  start  using  e-mail  fulfillment  in 
the  near  future,  building  up  that  infor¬ 
mation  in  the  publication’s  subscriber 
database  is  prudent  in  order  to  be  ready 
for  the  future  when  e-mail  addresses 
will  be  needed.  It’s  a  simple  matter  to 
add  a  field  in  subscription  cards  and  to 
the  database.  And  if  that  process  demon¬ 
strates  that  a  good  percentage  of  your 
subscribers  do  have  e-mail  addresses, 
that  may  indicate  that  you’re  ready  to  try 
e-mail  renewals,  says  Murray. 

Quality  of  e-mail  addresses  of  print 
subscribers  is  a  problem,  however.  Gloria 
Adams,  circulation  director  for  Penn  Well 
Advanced  Technology  Division,  a  tech¬ 
nology  trade  journal  publisher  in  New 
Hampshire  that  has  experimented  with 
e-mail  renewals  says  that  about  half  of 
the  e-mail  addresses  in  her  database 
have  been  bad.  That’s  partly  because 
people  change  their  addresses  often,  but 
more  so  because  the  data  entry  process 
introduces  lots  of  errors.  Human  typists 
at  PennWell’s  fulfillment  operation  key 
in  hand  written  information  from  maga¬ 
zine  subscription  cards,  but  many  of 
them  are  not  used  to  seeing  e-mail 
addresses,  hence  their  accuracy  rates 
fall  when  keying  in  e-mail  addresses. 

Centrobe’s  Gray  says  procedures  are 
in  place  at  his  company  to  double-check 
e-mail  addresses  —  such  as  to  make  sure 
that  they  contain  an  “@”  symbol  and  a 
period  —  and  he  doubts  that  more  than 
20%  of  the  addresses  his  company 
processes  are  bad.Adams  says  that  with 
the  half-dozen  e-mail  renewal  experi¬ 
ments  she’s  tried  with  her  controlled- 
circulation  magazines,  the  results  have 
in  some  cases  been  “tremendous”  with 
response  rates  as  high  as  25%. 

While  still  in  its  infancy,  e-mail  print 
fulfillment  is  likely  to  become  a  signifi¬ 
cant  category  in  the  publishing  indus¬ 
try.  Existing  fulfillment  operations  are 
developing  this  capability'  in-house  or 
partnering  with  outside  e-mail  compa¬ 
nies.  Denver-based  Infobeat,  one  of 
Email  Publishing’s  principal  competi¬ 
tors,  is  currently  in  discussions  with  sev¬ 
eral  companies  about  providing  similar 
e-mail  subscription  fulfillment  services, 
according  to  an  Infobeat  representative. 

Other  fulfillment  companies  like  JCI 
Data  Processing,  based  in  Cinnaminson, 
N.J.,  also  have  developed  e-mail  sub¬ 
scription  renewal  and  Internet  sub¬ 


scriber  acquisition  systems.  JCI  has  been 
working  on  e-mail  renewal  campaigns 
with  trade  magazine  publishers,  mostly 
in  the  technology  area  where  most  sub¬ 
scribers  have  e-mail  addresses,  for  the 
past  two  years,  according  to  company 
president  Linda  Johnson.  She  says  that 
for  some  publications  with  e-mail-sawy 
subscriber  bases,  the  response  to  e-mail 
renewals  has  been  very  strong  (though 
she  declined  to  cite  specific  numbers). 

Individual  publishers’  circulation 
departments  increasingly  will  incorpo¬ 
rate  their  own  or  third-party  e-mail  ful¬ 
fillment  systems  into  their  existing  ful¬ 
fillment  operations.  Murray  predicts 
that  by  later  this  year  e-mail  fulfillment 
will  be  commonly  used  by  trade  maga¬ 
zines,  especially  those  with  Internet- 
savvy  audiences.  The  newspaper  indus¬ 
try  is  likely  to  be  slower  to  adopt  the 
concept,  though  there’s  no  reason  why 
newspapers  can’t  employ  e-mail  renew¬ 
al  procedures  as  a  cost-saving  measure. 


Small  Town 
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places  found  troubling.  And  it  is  an  indi¬ 
cation  to  outsiders  that  Ocala  is  a  place 
of  opportunity’  where  they  can  find 
things  to  meet  their  needs. 

Beyond  that.  Community  Improve¬ 
ment  Council  members  cooperate  with 
each  other.  They  can  be  especially  help>- 
ful  in  assisting  relocated  spouses  who 
are  looking  for  jobs.  And  currently, 
members  are  negotiating  with  the  utili¬ 
ty  companies  to  arrange  for  more  rea- 
st)nable  security  deposits  for  their  new 
employees.The  philosophy  both  among 
committee  members  and  at  the  paper 
is:“We  want  the  folks  here. What  can  we 
do  to  make  it  happen?" 

Pat  Quinn,  president  of  PDQ  Recruit¬ 
ing,  based  in  Media,  Pa.,  is  often  called 
upon  to  find  employees  for  smaller  pmp 
erties  in  out-of-the-way  areas.  His  most 
frequent  employer  is  a  company  that 
can’t  pay  what  the  Neiv  York  Times  or 
the  Washington  Post  does,  but  wants  to 
lure  people  with  that  caliber  of  skills. 
Sometimes  those  who  hire  Quinn  are 
discouraged  by  the  notion  that  they  will 
never  be  able  to  pay  enough  to  attract 
the  right  people  to  their  companies.  But 
Quinn  says  that  isn’t  often  the  case.  In 
ttxlay’s  job  market,  many  people  are  look¬ 
ing  for  things  that  money  can’t  buy.  Find¬ 
ing  employees  for  whom  your  circum¬ 
stances  are  a  good  fit  can  result  in  a 
pleased  employer  and  happy  employee. 

For  instance,  he  frequently  encoun¬ 
ters  people  who  want  to  be  close  to 
aging  parents  or  have  other  family- 
issues  that  place  them  in  a  limited  geo- 
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graphic  area. The  fact  that  an  employer  is 
not  a  large  one  or  that  the  compensa¬ 
tion  package  isn’t  extraordinarily  gener¬ 
ous  may  not  be  a  discouragement. 

He  advises  anyone  searching  for 
employees  to  learn  to  toot  their  compa¬ 
ny’s  horn,  and  not  to  be  shy  about 
pointing  out  what  makes  working  there 
attractive  to  those  who  have  been  there 
a  long  time.  “You  have  to  enhance  the 
image.  When  you  bring  people  in,  tell 
them,  ‘This  is  what  your  career  path 
could  be.  This  is  the  history  of  the  com¬ 
pany;  this  is  our  track  record.  This  is 
where  you  can  make  a  contribution.’” 

(Companies  that  grow  their  own  mid¬ 
level  employees  often  give  powerful 
incentives  to  persuade  employees  to 
take  jobs  at  smaller  properties.  Otis 
McCx)llum,  vice  president  of  human 
resources  for  the  New  York  Times 
Regional  Newspaper  Group,  can’t 
remember  a  time  in  1 5  years  that  a  pub¬ 
lisher  has  been  hired  from  the  outside. 
All  of  them  have  been  home-grown. 

“Our  publishers  know  that  if  they 
have  an  opportunity  to  be  a  publisher 
in  a  small  market,  then  they  have  the 
opportunity  to  work  their  way  into 
something  bigger. . . .  People  who  want 
to  get  ahead  know  that  they  have  to 
work  in  a  small  market  first.” 

The  Gannett  Co., which  owns  dozens 
of  newspapers  in  small  cities,  goes  one 
step  further.  They  have  long  had  a  train¬ 
ing  program  that  hires  potential  man¬ 
agers  in  key  areas  like  production  right 
out  of  school.  These  managers  make  a 
three-year  commitment  to  work  at  vari¬ 
ous  properties  while  they  learn  the 
businesses.  While  they  are  there,  they 
get  to  see  the  advantages  of  small  town 
and  small-city  jt)urnalism. 

As  McCollum  says,  a  lot  of  people 
decide  they  prefer  it  at  smaller  papers 
in  pleasant  communities.  “Some  people 
like  the  opportunity  of  being  a  big  fish 
in  a  smaller  pond  rather  than  being  a 
small  fish  in  a  bigger  one.” 
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“author/”  (as  in  author/Scalia)  lets  you 
search  for  decisions  written  by  a  specif¬ 
ic  justice. 

Boolean  connectors  can  be  used  to 
narrow  and  broaden  searches: 

♦AND  finds  decisions  containing  both 
terms  (“employers  AND  employees”) 

♦  GR  finds  those  that  contain  either 
or  both  terms  (“dogs  OR  cats”) 

♦  ANDNOT  finds  documents  with  one 
term  but  not  another  (so  “dogs  AND¬ 
NOT  cats”  finds  only  “dogs”  documents 
that  don’t  also  contain  the  word  “cats” 
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♦  XOR  finds  rulings  that  contain 
either  of  two  words  but  not  both  (so 
“ice  XOR  cream  ”  finds  those  with  the 
word  “ice”  and  those  with  the  word 
“cream”  but  not  those  with  “ice  cream”). 

Besides  keyword  searching,  the  site 
also  enables  you  to  browse  current  and 
historic  rulings  by  topics.  On  the  intro 
ductory  page,  click  on  the  link  “Decisions 
from  1990-present,”  then  select  from  a 
far-ranging  list  of  links,  including  abor¬ 
tion,  anti-trust  law,  attorney  fees,  bank¬ 
ruptcy,  capital  punishment,  civil  rights, 
confidentiality,  copyright,  disclosure, 
discrimination,  drugs,  due  process,  elec¬ 
tions,  employment,  environment,  FCC, 
firearms,  the  Freedom  of  Information 
Act,  harassment,  health,  housing,  immi¬ 
gration,  imprisonment,  labor.  Medicare, 
military,  Miranda  rights,  obscenity,  pen¬ 
sion,  police,  reasonable  doubt,  reporters, 
schools.  Social  Security,  tax  and  more. 

Finally,  here  are  other  considerations 
for  using  this  site  in  your  reporting: 

1 .  You  can  browse  the  past  decade’s 
worth  of  decisions  by  party  name.  See 
links  on  the  introductory  page  for  “  1  st 
party”  and  “2nd  party”  for  each  year. The 
resulting  lists  are  alphabetical. 

2.  “Current”  decisions  on  this  site 
refer  to  those  issued  since  May  1990. 
The  site  also  has  nearly  600  of  the  most 
important  historical  decisions  of  the 
court  issued  prior  to  1990.  To  reach 
them,  click  on  the  “Historic”  button  at 
the  top  of  the  introductory  page. 

3.  The  site  provides  miscellaneous 
documents  and  links  about  the  court 
and  the  justices.  Click  on  the  introduc¬ 
tory'  page's  “Court”  button  for  the  court 
calendar  for  the  current  term,  the  sched¬ 
ule  for  oral  arguments  before  the  court,  a 
gallery  of  pictures,  bios  and  lists  of  deci¬ 
sions  of  current  and  former  justices,  the 
Supreme  Court  rules  and  organization, 
and  a  glossary  of  court-related  terms. 
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system  in  Dayton  under  its  own  name. 
Whereas  European  dailies  may  insert 
only  a  couple  of  advertising  preprints 
that  are  not  necessarily  time  sensitive, 
said  Leonard,  “we’ve  enhanced  the  .  .  . 
line  storage  to  meet  the  zoning  require¬ 
ments  of  North-American  newspapers.” 
Line  storage  also  interfaces  to  Heidel¬ 
berg’s  NT-based  Prima  packaging  automa¬ 
tion  and  Icon  inserter-control  software. 

Earlier  this  month,  the  Daily  News 
was  to  begin  hanging  part  of  the  con¬ 
veyor  between  the  pressroom  and  mail- 
room,  in  a  service  area  that  will  comprise 
of  platemaking  and  the  quiet  room. 

It  also  had  just  started  installing  a  Von 
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Roll  automatic  newsprint  roll-loading 
system  purchased  through  its  press 
maker,  KBA-Motter.  The  system  stores  a 
total  of  1,500  rolls  10  high  on  their  bilge 
side,  not  the  flat  end,  on  two  75-foot-long 
racks.  A  crane  between  the  racks  will 
remove  designated  rolls  and  set  them 
onto  a  dolly,  which  will  carry  them  about 
10  feet  to  a  transfer  table  for  placement 
and  chucking  in  the  reelstands. 

Automatic  roll  handling  also  includes 
a  stripping  system  to  prepare  rolls  up  to 
72  hours  in  advance  of  use. 

Richmond  said  the  project  is  on 
schedule.  On  Oct.  22,  he  said,  full-scale 
installation  of  the  mailroom  equipment 
begins.  Stackers  will  be  Olympian 
machines  from  Heidelberg  Finishing; 
tyers  have  been  chosen  but  announce¬ 
ment  awaits  the  contract’s  signing; 
(Cannon  Equipment  Co.  carts,  which 
load  onto  trucks  at  eight  docks  (two  per 
inserter),  will  be  automatically'  loaded 
from  a  buffer-conveyor  from  the  stack¬ 
ers.  The  conveyor  winds  back  toward 
the  presses  before  making  a  U-turn 
toward  the  carts,  preventing  the  need  to 
immediately  shut  down  bundling  if  cart 
loading  is  interrupted.  As  the  unprinted 
paper  rolls  and  the  printed  or  preprint¬ 
ed  sections  are  buffered,  so  too  are  tied 
stacks  of  newspapers.  “We’ve  tried  to 
buffer  all  the  operations,”  said  Richmond. 

Plans  call  for  making  the  first  test 
press  runs  in  March  and  to  have  trans¬ 
ferred  all  production  and  packaging  to 
Franklin  County  by  the  end  of  July. 
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Sun  rises  in  Tokyo  {Asahi  Shinibun)  just 
like  in  Baltimore.  And  Moscow  has  long 
been  a  main  source  of  News  (Izvestia). 
So  originality  is  not  rampant. 

But  when  a  paper  is  given  the  chance 
to  enshrine  or  contribute  to  community 
history,  it  need  not  give  it  away.  So  long 
live  the  Repository,  the  Vindicator,  the 
Jeffersonian,  the  Island  Packet  and  the 
Daily  Town  Talk.\nd  may  the  next  new 
newspaper  show  more  imagination 
than  the  name  that  briefly  appeared  in 
Lake  Havasu  City,  Ariz.:  Today’s  Daily 
News.  (That  was  just  in  case  the  first 
word  didn’t  make  the  point.) 

You  don’t  need  to  worry'  about  seem¬ 
ing  out  of  date.  As  the  21st  century' 
nears,  remember  Bologna,  Italy.  Its  news¬ 
paper  is  II  Secolo  XIX  —  in  English,  the 
1 9th  Century.  And  it’s  doing  just  fine. 

And  you  may  feel  freed  by  getting 
away  from  the  tyranny  of  Times  Today. 
Keep  in  mind  one  of  Paris’  largest  — 
and  the  world’s  best-designed  — 
newspapers:  I/ber(«f/o«. 
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FEATURES  AVAILABLE 


ASTROLOGY 


ASTROLOGY  EVERYDAY 
Daily  horoscopes  designed  to  integrate 
seemlessly  into  your  newspaper  web 
site.  We  do  all  the  work  and  its  FREE! 
Call  Boldly  Interactive  (206)  654-7919 
or  E-mail:  sales@boldly.com 


Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@time-data.com 


AUTOMOTIVE 


CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 


CREDIT  CARDS 


“DEBTSMART"  is  a  weekly  column 
dedicated  to  showing  your  readers 
how  to  save  thousands  of  dollars  in 
interest  charges  on  their  credit  cards 
and  loans. 

Press  One  Publishing  (888)  775-441 0 
http:  // www.d^tSma rt.com 


ENTERTAINMENT 


“HOLLYWOOD  SCENE": 

Classy  gossip  by  a  true  insider.  For 
details  call  (800)  959-9977. 


HEALTH  &  FITNESS 


ARTICLES,  FILLERS,  graphics  and 
photos  all  inclusive.  Established  Stand- 
Alone/ Monthly  health  &  fitness  news¬ 
paper  also  available  -  protected  ter¬ 
ritories.  FREE  marketing  and  technical 
support  provided.  FREE  SAMPLES. 
Unlimited  use.  Low  Rates. 

(800)  639-5484 
NEW  LIVING  NEWS  SERVICE 


ABOUT  FOOD 

A  new  food  column  featuring  recipes, 
new  products  and  cooking  trends. 

(8 1 0)  751  -01 68/ Avanti  1 054@aol.com 


DON'T  LAUGH,  YOU'RE  NEXT 
The  Woshington  Wit  &  Humor  of 
Russell  Warren  Howe 

Any  publisher,  editor  or  radio  station 
manager  considering  running  a  humor 
column  or  commentary  may  receive  a 
free  copy  from  Mr.  Howe  of  this  selec¬ 
tion  of  64  op-eds  and  radio  pieces. 

(202)  337-1560  FAX  (202)  625-1999 


_ MOVIE  REVIEWS _ 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  1 0941  ; 

(91 4)  692-4572  Fax  (914)  692-831 1 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fox  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 


CAN  YOU  HACKETT? 
Variety  Puzzles  Since  1 981 
Free  Samples  -  Wide  Appeal 
(877)  201 -7630  Toll  Free 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  766-761 7 


BUILD  YOUR  REAL  ESTATE  AD  PAGE 
araund  this  weekly  market  commentary 
with  reader  Q  &  A.  Free  sample. 

Alan  Shultz,  J.D.  (800)  853-3286 


_ REUGION  NEWS _ 

FOR  AN  established  source  of  religion 
news  that  fits  your  audience  and  your 
budget,  turn  to  EP  News.  For  more 
information  and  a  free  sample,  call 
(800)  257-4972 


CARTOONS 


Experts  under  the  age  of  10  agree: 

Your  Newspaper  Is 


Night  Lights  &  Piilow  Rghts: 

The  new  feature  ftran 
Reuben- Award- Winnir^  Illustrator 
Guy  Gilchrist  packages  interactive 
ganaes,  fun  rads  and  illustrated 
verse  into  a  cohesive  unit  kids  love. 


Call  888-822-8398  for  a  free  sample. 


ANNOUNCEMENTS 

AHENTION  AD  AGENCIES 

NEWSPAPER  BROKERS 

IS  THERE  ANYBODY  OUT  THERE  that 
can  put  together  a  classified  advertis¬ 
ing  package  for  foreign  publications 
distributed  in  the  NY/Nj  metro  area? 

CASH  OUT.  Merger/ Acquisition.  Joint 
Venture.  Capitalization.  Restructuring. 
Reorganization.  JMPC.  Est.  1 983, 

(614)  889-9747.  www.jmpc.net 

Call  J.P.  O'Neill  early  a.m.  (609)  452- 
9291  or  (410)778-1429. 

BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 

BUSINESS  OPPORTUNITIES 

OWN  YOUR  own  advertising  (direct 
mail)  business.  Minimal  investment. 

Dave  Boyer  (800)  305-4985 

country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 

NEWSPAPER  APPRAISERS 

FL  33767.  No  obligation  of  course. 

'98  Annual  Market  Valuations 
KAMEN  &  CO.  GROUP  SERVICES 
(51 6)  379-2797/(727)  786-5930 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


THOMAS  C.BOLITHO 
Newspaper  Appraisals 
Professional  and  complete 
(580)  421-9600 

NENVSPAPER  BROKERS 

700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
“WE'VE  MOVED" 

24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)524-0122 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymonci  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MICHAEL  D.  UNDSEY 
Experienced  --  Canfidential 
6645-5  Redmont  Crl,  Mesa,  AZ  852 1 5 
(602)807-7791  FAX  (602)  807-7795 


PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brakers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 

_ ^easecalljo  discuss  your  options  in  a  saie. 

\  Confidential  Appraisal  for  Hin  Bolitho-Cribb 
Estat^  ESOP,  Partners,  ^  AsSOCiatCS 

Bank,  Tax,  Stock,  Assets  Wjm  publication  Brokerag.  & 

_  Appraisals  since  1923 

For  a  listing  of 

publications  tor  sale,  go  to  Bnfl  406-586-6621 
www.cribb.com  Fax  406-586-6774 

John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  emall:|ci1bb@iinLnet 


NEWSPAPER  BROKERS 


THOMAS  C.  BOUTHO 
Newspaper  broker/ appraiser 
“A  tradition  of  service 
to  the  newspaper  industry" 
BOLfTHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)421-9600 


NEWSPAPERS  FOR  SALE 


HIGHLY  REGARDED  paid  weekly  com¬ 
munity  newspaper  located  in  vital  New 
England  community.  Strong  profits  and 
steady  circulation  and  advertising 
growth.  Revenue  in  $400,000  range. 
Opportunity  for  expansion  into  adja¬ 
cent  communities. 

Call  John  C.  Peterson,  broker 
at  (203)  457- 1374 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  bee  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)  476-3950 


PACIFIC  NORTHWEST  MONTHLY 
trade  publication  for  antique  and  coun¬ 
try  stores  in  4  western  states,  leading 
publication  in  strong  Seattle-Portland 
market.  Call  Linda  (360)  736-871 6  or 
E-mail  oscelot@localciccess.com 


Run  your  ad  for  12,  26  or  52 
issues  to  increase  awareness 
while  benefitting  from  our 
low  contract  rates. 

Call  (212)  675-4380 
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ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 


PROFITABLE  UPSTATE  New  York 
weekly  140  miles  from  New  York  City. 
Sale  price  some  as  yearly  grass: 
$95,000.  Reply  to  Box  08598,  Editor 
&  Publisher. 


NEWSPAPERS  WANTED 


AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 
newspapers  and  shopping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 
401  N.  Wabash  Avenue 
Chicago,  IL6061 1 
(312)321-2673 


Editor  &  Publisher: 

The  communication  link 
of  the  newspaper  industry 
every  week  since  1884. 


NEWSPAPERS  WANTED 


IF  YOU  ARE  planning  to  sell  your 
newspaper  through  a  broker,  be  sure 
they  contact  us  as  a  potential  buyer. 
We  are  newspaper  owners  and 
operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
Crystal  City,  MO  6301 9. 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  wk 

Newspapers  O 

Check  our  References 
(214)  265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  Desco  Dr.,  Dallas,  TX  75225 


PUBLICATIONS  FOR  SALE 


ANNUAL  BASEBALL  MAGAZINE 
Only  publication  covering  the  Spring 
Training  market.  Established,  national 
distribution  of  150,000.  Strong  in  FL 
and  AZ.  $  1 75,000.  (800)  473- 1 656 


FLORIDA  GULF  COAST  golf  pub¬ 
lication.  Great  niche  -  Great  area. 
Excellent  growth.  (352)  787-9669 


NORTHERN  ARIZONA'S  leading 
monthly  tourist/ visitor  magazine,  cover¬ 
ing  Flagstaff,  Sedona,  Grand  Canyon. 
Home-operated  business.  Great  poten¬ 
tial.  Owner  retiring.  Send  SASE  for 
prospectus.  The  GUIDE,  2700 
Woodlands  Village  Blvd.,  #300-291, 
Flagstaff,  AZ  86001. 

Website:  www.theguide-fsgc.com 

E-mail:  theguide@infomagic.com 


PUBLICATIONS  WANTED 


MIAMI'S  COMMUNITY  NEWSPAPERS 
is  seeking  a  newspaper  or  shopper  to 
acquire  or  we  may  consider  a  joint  ven¬ 
ture/partnership  with  your  organiza¬ 
tion. 

All  replies  held  in  confidence.  Contact 
Michael  Miller  at  (305)  669-7355. 


PUBUCATIONS  WANTED 


PUBLICATIONS  WANTED  by  existing 
publisher.  Must  shaw  profit  of 
$300,000  and  growing.  Send  informa¬ 
tion  to  A.  j.  Larkin,  1 00  Wells  Avenue, 
Newton,  MA  021 59. 

Fax  (61 7)  796-9866 
E-mail:  ajlarkin@larkingroup.com 


TRADE  ASSOCIATIONS 


AMERICAN  ASSOCIATION  of  Inde¬ 
pendent  Newspaper  Distributors  -  an 
organization  for  the  professional.  For 
membership  or  sponsor  info:  (877) 
GO-AAIND,  fax:  (407)  774.6751  or 
write:  926  Great  Pond  Drive,  #1003, 
Altamonte  Springs,  FL  3271 4. 


Call  us  about  our 
low  contract  rates! 
(212)  675-4380 
ext.  171, 173 


EQUIPMENT  &  SUPPLIES 


CAMERA  &  DARKROOM 


SOUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


FERAG  EQUIPMENT 


EQUIPMENT 
FOR  SALE 


INSERTING  SYSTEMS 

DUklimY  ASKING  PRICE 
AVAILABLE  PER  SYSTEM 


MULTI-CELL 

COMPLEX 

of  3  Stackers 


(10)  $100,000 


(Payment  In  U  S.  Dollars) 


MELVILLE,  N.Y. 
CONTACT:  J.  WILLS 

(516)  865-3003 

Fax  (516)  843-2280 


EQUIPMENT  FOR  SALE 


MODEL  4500  Fold  'N  Tyer  Stepper 
Incorporated.  $15,000. 

(209)722-0588 


MAILR(X>M 


6  ADD  ON  POCKETS 
1  Main  Station  Muller  Martini  227 
inserting  machine.  Will  sell  as  individ¬ 
ual  components,  as  is  or  rebuilt 
Call  (903)  596-6250 


ALLMAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fax 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)273-5218  Fax  (407)  273-901 1 


Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  Mid-America  Graphics  at 
(800)  356-4886. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


MULLER  MODEL  227S  4  into  1  Inserter 
Can  be  seen  operational 
$58,500.  Call  (501 )  967-3595 


PRE-OWNED  MAILRCXDM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-58 1 7  Fax  (770)  590-7267 


NEWSPRINT  FOR  SALE 


30# -28# -25#-  ALL  SIZES 
BEHRENS  INTERNATIONAL  -  N.B.  CA 
(949)  644-2661 ,  Fax  (949)  644-0283 


KING  PRESS  KJ8  folder  with  DOUBLE 
PARALLEL,  Cross  Perforation  &  75  H.P. 
Drive/Motor,  $75,000  installed  with 
new  warranty. 

Call  John  Newman  (91 3)  648-2000 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


USED  WEB  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


WWW.inlandnews.COM 


WEB  QUIP 

Flying  Splicers  Model  #82-3640 
SeriaT#CR101389PLR3 
$35,000  or  better  offer. 

For  information,  please  contact  Oscar 
Zuloaga  (505)  622-7710  ext.  40. 


WANTED  TO  BUY 


IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 

Call  Chris  George  (800)  356-4886  or 
Fax  (81 6)  887-2762. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


WANT  TO  BUY 
2  Kansa  480  add  on  Pockets 
Contact  Randy  Ward  (605)  339-2383 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fax 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-581 7  Fax  (770)  590-7267 


INDUSTRY  SERVICES 


CIRCUUTION  SERVICES 

1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKCTING 
Horace  Southward 
(800)  950-8475 
E-mail:  mnsl@metro-news.com 
_ WWW,  metro-  news .  com _ 

1 3  OFFICES  NATIONWIDE 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 
www.circulation.net 


CIRCULATION  SERVICES 

BLENKARN  TELEMARKETING 
‘  Auto  pay  experts 
’  Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 

CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 

Call  Cherry  Coleman  (91 2)  336-2700 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 
20%  PAID  Telemarketing  Guaranteed 
Comprehensive  Verification  Reports 
Consumer  Surveys  with  Logic  Q&A 
Specific  and  Non-Pub  Databases 
Highest  Quality  at  Lower  Rates 
Andrew  Orr  (888)  343-0470 

GROWING  NIE  &  HOME  DELIVERY 
CIRCULATION  IS  SPEaRUM'S 
BUSINESS  -  CALL  DOUG  REESE 
(800)  972-6778 

JOHN  A.  BURKE 
Circulation  Sales  &  Training 
Phone/Fax  (51 6)  588-2735 


CIRCULATION  SERVICES 


HEADUNE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 
NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALUNG 

IN  STORE  SALES  PROGRAMS 
Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 
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INDUSTRY  SERVICES 


CIRCULATION  SERVICES 


PERFORMANCE-DRIVEN  SALES  CREW 
NEEDED  for  major  newspaper 
in  New  York  Metropolitan  area  (45 
minutes  outside  NYC).  Must  be  a 
highly  professional  door-to-door  crew¬ 
ing  company  with  a  proven  track 
record  driving  circulation  sales.  High 
potential.  Excellent  compensation.  In¬ 
store  kiosk  sales  contracts  also  avail¬ 
able.  Call  (91 4)  578-2430  for  details. 


NEWS 


HCWWv  Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house 
organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  PUBLISHER 

II  West  I91h  .Street,  New  York.  NY  lOOII 


CIRCULATION  SERVICES 


LEVIS  NATIONAL,  INC. 
Guaranteed  Quality  Telemarketing 
Our  3C)th  Year 
(888)  890-7272 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FUa  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http;//www.  fakebrains.com 


CONSULTANTS 


LCXDKING  FOR  GOOD  PEOPLE?  We 
specialize  in  placing  clients  at  news¬ 
papers  where  they  can  be  successful. 
We  match  your  needs  and  goals  with 
those  of  our  clients.  For  more  informa¬ 
tion  contact  Jerry  Turner  at  Paper  Peo¬ 
ple,  (256)  638-71 16  or  E-mail: 

jturner3@farmerstel  com 


MEXICO  INFORMATION 


INDISPENSABLE  FOR  MEXICO  RE¬ 
SEARCH.  Catalog  of  Mexican  news¬ 
papers,  magazines,  specialty  journals. 
$55  prepaid.  All  TV  &  Radio  $65.  Mex¬ 
ican  Research,  P.O.  Box  40565, 
Tucson,  AZ  8571 7.  (800)  943-4595. 


PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELEaRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  cansoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908, 24  hr.  line 
(505)  842-1357 
P.O.  Box  1952 
Albuquerque,  NM  87103 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  Hoars,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTON! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


PREPRESS  AND  WEB  PRESS  training 
for  single  or  double  width  newspapers. 
Consulting  and  equipment  repair. 
Newspaper  Production  &  Research 
Center  (405)  524-7774 


NEWSPAPER  EXECUTIVE  SEARCH  I  NEWSPAPER  EXECUTIVE  SEARCH 


Established  1975 


“Executive  search,  recruitment  and 
placement  services. ..to  fit  your  needs. 
Haas/Watkins  &  Associates 

713-977-8955  Fax  713-334-4180 
e-mail:  rhaa.s^’rhaa.s.com 


HELP  WANTED 


ADMINISTRATIVE 


ASSOCIATE  PUBLISHER/ 
GENERAL  AAANAGER 

Innovative  executive  needed  to  lead 
talented  publishing  team  of  the  award 
winning  THE  CATHOLIC  SPIRIT.  This 
newly  redesigned  newspaper  inspires 
and  helps  to  build  community  for 
700,000  Catholics  in  the  Archdiocese 
of  Saint  Paul  and  Minneapolis. 
Responsible  for  all  aspects  of  pub¬ 
lishing  operations,  including  circulation 
development,  advertising  sales, 
editorial,  production  and  distribution 
for  Hagship  newspaper  and  other  pub¬ 
lications.  Experience  and  education 
background  in  marketing  and  business 
essential  with  knowledge  of  newspaper 
and/ar  other  periodical  publishing 
desired.  Ability  to  represent  and 
articulate  teachings  and  traditions  of 
the  Catholic  faith  and  be  able  ta 
interact  with  Church  leadership  at  all 
levels.  Senior  position  reports  to  the 
Archbishop  and  Board  af  Directars. 
Competitive  compensation  package. 
Send  resume  in  canfidence  ta  Father 
Kevin  McDonough,  Archdiocese  of  Saint 
Paul  and  Minneapolis,  226  Summit 
Avenue,  St.  Paul,  MN  55102. 

Equal  Opportunity  Employer 


E&P’s  Classified 

- ►  - 

The  newspaper  industry’s 

meeting  place. 

(2U)  6754380 


ADMINISTRATIVE 


DIREQOR  OF  SALES  &  MARKETING/ 
ASSOCIATE  PUBLISHER 

Central  Michigan  Newspapers,  Inc. 
operates  a  daily  newspaper,  1 3  shop¬ 
ping  guides,  a  commercial  printing 
business,  and  two  independent  tele¬ 
phone  directories  in  mid-Michigan. 
We  are  now  seeking  a  key  pro¬ 
fessional  to  manage  Sales  and  Market¬ 
ing  efforts  for  multiple  locations,  to  be 
located  in  Mt.  Pleasant,  Michigan. 

The  chosen  candidate  is  responsible  for 
sales  revenue  growth,  directs  market¬ 
ing/  sales,  develops  competitive  market 
plans,  structures  budgets.  Proven 
sales/marketing  results,  advertising 
experience  in  daily  community  news¬ 
papers  and  free  papers  desired. 

Mt.  Pleasant  is  a  friendly,  mid-sized  cam- 
munity  with  several  area  colleges  and 
many  other  amenities.  Close  to  lakes, 
parks,  and  autdoor  recreation,  and  is 
80- 1 00  miles  from  two  major  cities. 

Central  Michigan  Newspapers  is  a 
leading  mid-Michigan  employer,  offer¬ 
ing  a  competitive  salary/benefits  pack¬ 
age,  incentives  for  results  achieved, 
team  environment,  growth  opportuni¬ 
ties. 

If  interested,  please  send  resume  to: 

Linda  Brown 

Employment  &  Training  Manager 
Central  Michigan  Newspapers,  Inc. 
P.O.  Box  447 

Mt.  Pleasant,  Ml  48804-0447 
Fax:  (517)773-0382 
Phone:  (517)772-2971 
After  5:00  p.m.  (51 7)  775-6411 
EOE 


ADMINISTRATIVE 


PUBLISHER  for  a  newspaper  adventure. 
Searching  for  folks  to  build  and  jazz 
team  at  small,  hi-grawth  daily  in 
western  US.  Possible  equity  for  right 
person.  Hands-on  experience  sought, 
particularly  with  news,  technical,  and 
team  building.  Dailywash@aol,com  or 
(800)  889-9020 


Upcoming  retirement  has  prompted  the 
search  for  a  new  publisher  at  the 
Rhinelander  Daily  News  in  northern 
Wisconsin.  This  challenging  position 
requires  superior  management  skills,  a 
sound  understanding  of  marketing  prin¬ 
ciples  and  a  penchant  for  community 
involvement.  The  Daily  News,  a  5,000 
daily,  is  a  Pulitzer  Community  News¬ 
paper  in  a  growth  market.  Rhinelander 
is  the  major  financial,  educational,  and 
industrial  center  for  the  Wisconsin 
Northwoods  and  is  surrounded  by 
lakes  and  forest.  Send  a  resume,  salary 
history  and  letter  of  interest  to  Don 
Rowley,  Pulitzer  Community  Newspa¬ 
pers,  7701  Forsyth  Boulevard,  Suite 
1000,  St.  Louis,  MO  63105. 

PCN  is  an  Equal  Opportunity  Employer 

ADVERTISING 

ADVERTISING  MANAGER 

Last  two  ad  managers  became  pub¬ 
lishers...  You  can  be  next.  Zone  4 
award-winning  suburban  (9,171  paid, 
24,500  TMC,  W&S)  weekly  seeks  pro¬ 
motion-minded  ad  manager.  Com¬ 
petitive  salary,  excellent  benefits,  year- 
end  incentive  bonus,  monthly  com¬ 
mission  plan,  profit  sharing,  excellent 
health/dental  plan,  mileage.  Motivate/ 
coach  staff  of  7.  Make  things  happen 
and  you'll  get  your  rewards  tool  Con¬ 
tact  us  at  Box  08600,  Editor  &  Pub¬ 
lisher.  EOE 


ADVERTISING 


ADVERTISING  MANAGER 

News  Montana,  Inc.  seeks  an  experi¬ 
enced,  successful  Advertising  Manager 
to  lead,  train  and  mativate  the  sales 
staff  at  our  three  weekly  Montano 
newspapers.  The  ideal  candidate  will 
hove  superior  sales  skills,  will  be  knowl¬ 
edgeable  in  developing  market 
research  and  will  have  proven  man¬ 
agerial  abilities.  We're  a  progressive 
organization  in  a  fast-growing  retail 
and  recreational  market.  Competitive 
compensation  and  benefits.  Send 
resume  and  references  to  James  E. 
Moore  II,  publisher.  News  Montana, 
Inc.,  P.O.  Box  970,  Red  Lodge,  MT 
59068.  E-mail:  jemii@wtp.net  Closing 
date  September  4. 

ADVERTISING  SALES  MANAGER 
Immediate  Opening 

Chronicle  Communications,  Inc.,  based 
in  Cairo,  GA,  is  seeking  an  Advertising 
Sales  Manager.  Qualified  persons 
must  have  shopper/small  town  paper 
experience,  must  have  high  school  or 
equivalent  --  preferably  college,  self 
starter,  proven  track  record.  Travel  and 
relocation  a  must.  Chronicle  is  a  fast 
growing,  new  public  company  that  is 
aggressively  growing  throughout  the 
SE  US.  Send  resume  to  President, 
Chronicle  Communications,  Inc.,  P.O. 
Box  756,  Cairo,  GA  31728.  Check  out 
our  web  site  at:  vww.chronicleinc.com 

ADVERTISING/MARKETING  DIREaOR 
Group  of  aggressive  weeklies  in  north¬ 
ern  California.  Great  small  town  living. 
Salary  and  bonus  $36  to  $42K. 
Resume  to  Publisher,  8331  Triad  Cr., 
Sacremento,  CA  95828. 
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HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  SALES  MANAGER, 
OFFICE  OF  STUDENT  MEDIA 
THE  UNIVERSITY  OF  ALABAMA 

The  Sales  Manager  has  the  primary 
role  of  giving  creative,  energetic  and 
effective  direction  to  The  Crimson 
White  advertising  operation.  Manager 
is  responsible  for  recruiting,  training, 
managing  a  student  staff  of  15  in 
advertising  sales  promotion,  devel¬ 
opment  and  transaction  procedures. 
Duties  include  coordinating  the  circula¬ 
tion  activities  of  the  newspaper,  assist¬ 
ing  in  collection  efforts,  and  com¬ 
municating  deadlines,  delivery  and 
quality  control  with  the  printer.  Estab¬ 
lishing  goals,  objectives,  and  sales 
strategies;  developing  and  maintaining 
revenue  sources  in  local,  area,  state, 
regional  and  national  markets;  enforce 
The  Crimson  White  credit  policies  and 
departmental  standards.  Manager 
must  be  a  motivated,  enthusiastic  sales 
team  leader,  have  a  working  knowl¬ 
edge  of  the  newspaper  industry, 
possess  the  ability  to  effectively  train 
others  in  goal  setting,  and  have  expe¬ 
rience  with  Macintosh  computer 
systems,  including  but  not  limited  to 
QuarkXPress  and  Microsoft  Word 
software.  Qualifications  include  a 
bachelor's  degree  in  business,  advertis¬ 
ing  or  marketing;  a  minimum  of  2-3 
years  of  advertising  sales  experience  in 
a  newspaper  or  related  field,  1  -2  years 
in  sales  management  preferred,  and 
must  be  bondable. 

Applications  should  be  sent  to  The  Uni¬ 
versity  of  Alabama,  Advertising  Sales 
Manager  Search,  University  of  Ala¬ 
bama  Employment  Office,  Box 
870364,  Tuscaloosa,  AL  35487-0364. 
Application  deadline  is  September  7, 
1998. 

The  University  of  Alabama  is  an  Affir¬ 
mative  Action,  Equal  Opportunity 
Employer.  Women  and  minority  can¬ 
didates  are  encouraged  to  apply. 


ASSISTANT  ADVERTISING  DIREOOR 

Essex  County  Newspapers,  a  3- 
publication,  six-day  operation  on  the 
North  Shore  of  Massachusetts  is  seek¬ 
ing  a  person  to  coordinate  and  make 
sales  presentations  to  major  and  mid¬ 
size  accounts  with  our  ad  managers 
and  major  accounts  manager  in  a 
team  concept.  Also  be  responsible  for 
sales  training  and  new  business  devel¬ 
opment  in  retail  and  classified.  Help 
manage  46  sales  and  support  staff. 
Highly  motivated,  aggressive,  self¬ 
starter  with  a  minimum  8  years 
advertising  management  experience  is 
sought.  History  as  an  advertising  man¬ 
ager  with  a  small  to  mid-size  paper 
ideal.  Good  customer  service,  organi¬ 
zational  and  communications  skills 
required.  We  seek  a  people  person 
who  can  close  on  new  business  in 
ROP,  Classified,  Preprint,  TMC  and 
niche  products.  Please  send  cover  letter 
and  resume  to  John  Maihos,  director  of 
Human  Resources,  Essex  County 
Newspapers,  32  Dunham  Road, 
Beverly,  MA  01 91 5. 


_ ADVERTISING _ 

CLASSIFIED 

ADVERTISING  SALES  MANAGER 

Messenger-Wolfe  Publications,  pub¬ 
lisher  of  The  Daily/Sunday  Messenger 
in  Canandaigua,  NY,  and  nine  weekly 
newspapers  covering  the  Greater 
Rochester  area,  is  seeking  an  experi¬ 
enced  classified  professional  to  join 
our  management  team.  We  are  look¬ 
ing  for  a  motivated  and  enthusiastic 
individual  to  manage  classified  sales 
and  operations,  who  has  the  ability  to 
lead  and  develop  a  sales  staff  of  8  for 
a  combined  daily /TMC/weekly  circula¬ 
tion  of  70,000. 

We  offer  a  competitive  salary  and 
benefits  package. 

Please  send  resume  and  salary  history 
to  Messenger-Wolfe  Publications, 
Karen  Shaffer,  human  resources  man¬ 
ager,  PO.  Box  C,  Fishers,  NY  1 4453. 

CLASSIFIED  ADVERTISING 
GROUP  SALES  MANAGER 

The  Buffalo  News,  the  upstate  New 
York  daily  newspaper  that  ranks  #1  in 
Newspaper  Designated  Market 
penetration  nationwide,  is  seeking  a 
group  sales  manager  for  its  outside 
classified  advertising  sales  department. 
The  successful  candidate  will  have  a 
strong  sales/management  background 
in  both  automotive  and  real  estate 
sales  and  a  proven  track  record  of 
increasing  ad  revenues,  building 
creative  ad  programs,  motivating  sales 
people  and  making  quality  pre¬ 
sentations.  Excellent  compensation  and 
benefits.  Send  resume  and  salary 
requirements  to  Classified  Advertising 
Manager,  The  Buffalo  News,  One 
News  Plaza,  P.O.  Box  100,  Buffalo, 
NY  14240. 

CLASSIFIED  ADVERTISING  MANAGER 

The  Times,  a  Gannett  newspaper  in 
Gainesville,  GA  (28,000  circulation), 
has  an  immediate  opening  for  an 
innovative,  success  oriented  individual, 
with  a  proven  track  record  in  newspa¬ 
per  sales  and  management.  Initiatives 
to  grow  top  line  revenue  and  increase 
market  share  in  automotive  and  real 
estate  are  a  must.  Send  resume  to  The 
Times,  Attn:  Human  Resources,  P.O. 
Box  838,  Gainesville,  GA  30503  or 
fax  to  (770)  532-1 368.  EOE 

CLASSIFIED  ADVERTISING  MANAGER 

Immediate  opening  for  classified  sales 
management  professional,  at  large- 
distribution,  Zone  2  weekly  newspaper. 
Must  supervise  and  participate  in  daily 
operations  of  busy  and  growing  de¬ 
partment,  create  growth  opportuni¬ 
ties,  as  well  as  recruit,  train,  develop, 
and  maintain  team  of  telemar¬ 
keting  and  direct  sales  profession¬ 
als.  Successful  applicants  will  demon¬ 
strate  history  or  sales  and  man¬ 
agement  successes.  Must  be  prepared 
to  “roll  up  your  sleeves"  as  part  of 
growing,  "hands-on"  management 
team.  Attractive  compensation  and 
'  relocation  package.  Resumes,  with 
salary  history,  in  confidence  to  Box 
08606,  Editor  &  Publisher. 


_ ADVERTISING _ 

CLASSIFIED  ADVERTISING  DIREQOR 

We  seek  a  proven  track  record  in  grow¬ 
ing  business  in  the  key  areas  of 
automotive,  real  estate,  recruitment 
and  general  merchandise.  Position 
reports  to  VP/ Advertising.  Must  have 
classified  experience  in  a  large,  com¬ 
plex,  highly  competitive  market  and  a 
viable  vision  of  how  to  strengthen 
newspaper  classified  in  the  face  of 
competition  from  new  media  and  other 
sources.  Experience  in  managing  and 
motivating  a  diverse  work  force  re¬ 
quired.  Budget  development  and  the 
ability  to  collaborate  effectively  with 
other  business  units  also  required.  The 
Miami  Herald/El  Nuevo  Herald  offers 
outstanding  benefits  including  medical 
and  dental  coverage,  domestic  partner 
benefits,  stock  purchase  and  401  (k) 
plans,  and  child  care  and  elder  care 
resource  and  referral.  To  apply.  E-mail 
your  resume  to  gcarrillo@herald.com 
or  fax  to  (305)  995-8021.  Please 
specify  Job  Code  (ILS-DIR. 


CLASSIFIED  MANAGER 

Philadelphia  City  Paper  is  searching 
for  an  experienced  Classified  Man¬ 
ager.  Candidate  should  have  a  proven 
record  of  leadership,  an  ability  to 
motivate,  and  to  create  effective, 
organized  marketing  initiatives.  Salary 
commensurate  with  experience.  An 
opportunity  to  take  ownership  of  a 
department  where  creativity  and  results 
are  rewarded.  Salary,  commission, 
benefits,  401  (k).  Fax  resume  to  (215) 
875-1820,  Attn:  Paul  Curci,  Publisher. 

CLASSIFIED 

TELEMARKETING  MANAGER 


_ ADVERTISING _ 

CLASSIFIED 

Telephone  Sales  Supervisor 

The  Patriot-News  Company  in  Har¬ 
risburg,  PA,  is  seeking  a  dynamic  indi¬ 
vidual  to  manage  our  growing  sales 
staff.  Responsibilities  include  training, 
new  business  development,  implement¬ 
ing  sales  contests  and  incentives, 
monitoring  and  evaluating  staff  perfor¬ 
mance  and  coaching  for  optimum  results. 
Other  related  duties  to  be  performed  as 
assigned. 

We  are  seeking  an  individual  with  2  to 
3  years  of  supervisory/management 
experience  within  an  inbound/out¬ 
bound  telemarketing  (preferably 
classified  advertising)  environment. 
Strong  computer  skills  and  thorough 
knowledge  of  classified  front-end 
systems  is  preferred.  Candidates  must 
have  an  outgoing  personality,  love 
working  with  people  and  snare  a 
strong  commitment  to  superior  custo¬ 
mer  service.  An  established  track 
record  of  proven  leadership  skills  and 
the  ability  to  encourage  and  reinforce 
teamwork  among  staff  members  is 
essential. 

We  offer  a  competitive  salary  and 
benefits  package. 

Please  reply  in  confidence  including 
cover  letter,  resume  and  salary  require¬ 
ments  to: 

Gail  L.  Boysick 

Classified  Advertising  Manager 
The  Patriot-News 
8 1 2  Market  Street 
Harrisburg,  PA  17105 


Add,  Inc.,  a  division  of  employee- 
owned  Journal  Communications,  has  a 
full-time  position  open  in  Waupaca, 
Wisconsin. 

This  position  will  be  responsible  for 
assuming  leadership  of  our  rapidly 
growing  classified  sales  department. 

The  ideal  candidate  would  have  3-5 
years  experience  in  classified  man¬ 
agement/  sales/ promotion  and  have 
had  success  building  recruitment, 
automotive  and  real  estate  categories 
for  weekly/ shopper  publications. 

Benefits  include  medical  and  dental 
insurance,  life  and  AD&D  insurance, 
short-term  and  long-term  disability, 
profit  sharing,  401  (k)  retirement  pro¬ 
gram,  pension  plan,  employee  stock 
ownership  option  and  incentive  bonus 
program. 

Please  send  your  cover  letter  and 
resume  to: 

Peter  Vanden  Bush 
P.O.  Box  609 
Waupaca,  Wl  54981 
EOE/M-F 


DISPLAY  ADVERTISING  MANAGER 

Region  1  business  weekly  in  1  million-t 
market  seeks  rainmaker  to  lead  display 
team.  Proven  ability  to  staff,  manage 
and  lead  a  team  of  6  sales  reps.  Key 
account  management  skills,  and  ability 
to  help  develop  profitable  ancillary 
products  required.  Experience,  talent 
and  ambition  essential.  Send  resume, 
references  and  compensation  history  to 
Box  08609,  Editor  &  Publisher. 


COMMERCIAL  TEAM  SUPERVISOR 

Central  California's  leading  newspaper 
has  an  exciting  opportunity  for  a 
dynamic  sales  professional  to  lead  our 
classified  inside  commercial  sales 
team.  Will  supervise  and  coach  a  staff 
of  8  sales  reps  who  handle  primarily 
commercial  and  some  private  party 
advertising.  Duties  include  hiring,  train¬ 
ing,  appraising,  budgeting,  ana  follow¬ 
ing  through  in  meeting  department 
goals.  Must  have  previous  sales  expe¬ 
rience  preferably  newspaper/ media 
telephone  sales,  and  proven  leadership 
ability.  Strong  spelling,  math  and 
communication  skills  required;  must  be 
computer  literate.  Competitive  salary 
based  on  experience  plus  excellent 
benefit  package.  Send  resume  and 
cover  letter  to  THE  FRESNO  BEE, 
Human  Resources  Department,  1626  E 
Street,  Fresno,  CA  93786. 

An  Equal  Opportunity  Employer 

FREELANCE 

ADVERTISING  SALES  MANAGER 
Progressive  women's  quarterly  maga¬ 
zine  seeks  advertising  manager  with 
experience  in  consumer  publications. 
Must  be  self  starter,  know  the  market 
and  be  able  to  sell.  Commission  and 
expenses. 

Fax  resume  to  (71 8)  997- 1 206 

LOOKING  FOR  a  better  career 
opportunity?  We  specialize  in  finding 
clients  the  career  environment  they 
seek.  Excellent  opportunities  are  avail¬ 
able  so  contact  us.  Paper  People,  for 
more  information.  Call  Jerry  Turner 
(256)  638-71 16  or  E-mail: 

jturner3@farmerstel  .com 
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HELP  WANTED 


_ CIRCULATION _ j _ CIRCUIATION 

ASSISTANT  CIRCULATION  DIREaOR  j  CIRCULATION  MANAGER 


_ ADVERTISING _ 

OUTSIDE  SALES 

The  Seattle  Times  has  a  career  advertis¬ 
ing  outside  sales  opportunity  in 
national  food  and  drug  accounts.  You 
will  work  closely  with  buying  services, 
newspaper  representative  services, 
major  advertisers  and  agencies.  The 
pace  is  demanding,  requiring  creative 
solutions  on  tight  schedules  and 
budgets  and  the  ability  to  make 
effective  sales  presentations  to  individ¬ 
uals  or  groups.  Requires  5-1-  years  of 
advertising  sales  with  2+  years  of  out¬ 
side  sales,  excellent  communications 
and  presentation  skills,  drivers  license 
and  transportation  and  the  ability  to 
travel  out  of  town.  Experience  with 
food  and  drug  advertising  sales 
strongly  preferred.  This  is  a  regular  full 
time  position  with  a  base  compensa¬ 
tion  of  $28-39K/year  DOE,  plus  sales 
incentives.  Mail  or  fax  your  resume  to 
The  Seattle  Times,  Attn:  HR/124/JK, 
P.O.  Box  70,  Seattle,  WA  98111  or 
Fax  to  (206)  5 15-5560. 

RECRUITMENT 
ADVERTISING  DIREaOR 
Community  Newspaper  Company  is 
Greater  Boston's  fastest  growing  media 
company.  CNC  publishes  90  weekly 
newspapers,  20  shappers,  2  dailies 
and  numerous  niche  products  reaching 
1 .4  million  readers  weekly.  Our  ABC 
audited  paid  circulation  is  414,118 
and  our  free  weekly  circulation  is 
528,024.  Our  award-winning  news¬ 
papers  and  Internet  products,  com¬ 
bined  with  our  commitment  to  people, 
technology,  promotion  and  training 
provide  a  perfect  backdrop  for  success. 
We're  looking  for  a  top-notch  industry 
professional. 

An  unprecedented  low  unemployment 
rate  in  Eastern  Massachusetts  presents 
a  unique  opportunity  for  our  new 
Recruitment  Advertising  Director  to 
extend  CNC's  sizable  portfolio  of  exist¬ 
ing  recruitment  advertisers  through 
both  expansion  of  our  present  client 
base  and  new  business  development. 
Initial  emphasis,  therefore,  will  be 
placed  on  creating  and  implementing  a 
strategic  business  plan  aimed  at 
increasing  revenue.  Critical  to  this  is  out¬ 
standing  leadership,  with  the  ability  to 
motivate  a  highly  talented  staff  with  a 
shared  vision  in  sales  skills  devel¬ 
opment. 

The  ideal  candidate  must  have  media 
sales  experience  preferably  with  dis¬ 
play  recruitment  advertising.  CNC's 
Internet  and  niche  products  presents 
additional  and  exciting  advertising  solu¬ 
tions  for  our  varied  clients  and 
therefore,  experience  in  cross  selling 
these  products  is  highly  desirable. 

This  is  truly  an  exceptional  opportunity 
with  unparalleled  financial  rewards  for 
the  aggressive  overachiever. 

Please  send  resume  and  salary  history 
and  requirements  to  Paul  Farrell,  CNC, 


_ ADVERTISING _ 

SALES  MANAGER 

The  La  Crosse  Tribune,  a  Lee 
Enterprises  multi-media  organization, 
is  seeking  a  sales  manager  who  can 
coach  our  outside  sales  staff  in  selling 
programs  to  meet  both  our  customers' 
and  our  sales  objectives. 

We're  located  in  a  beautiful,  growing 
regional  center  for  retail  and  health 
care  services.  We  need  a  marketing 
oriented  person  to  provide  consistent 
sales  focus  with  our  staff  and  interac¬ 
tion  with  our  customers  to  capitalize  on 
these  opportunities. 

Responsibilities  include  managing  a  9 
member  outside  sales  team.  This  newly 
created  position  will  be  responsible  for 
setting  the  pace,  understanding  custo¬ 
mer  marketing  objectives  and  sell¬ 
ing  our  range  of  media  aptions.  These 
include  retail,  classified,  niche,  on-line, 
direct  marketing,  and  commercial  print¬ 
ing. 

The  ideal  candidate  will  understand 
many  of  the  key  categories  of  business 
including  auto,  real  estate,  financial, 
home  furnishings  and  electronics.  You 
must  be  proficient  at  building  pro¬ 
grams  for  presentation  and  sales  to 
these  key  accounts  and  agencies  as 
needed,  while  effectively  coaching  the 
skill  base  development  of  your  staff.  A 
successful  track  record  in  business  and 
sales  is  more  important  than  actual 
sales  management  experience,  although 
some  management  is  preferred.  The 
ability  to  work  effectively  on  a  team  is 
important. 

This  is  a  great  opportunity.  A  successful 
sales  manager  could  have  the 
opportunity  to  move  into  a  department 
management  position  in  La  Crosse  or 
elsewhere  within  Lee  Enterprises  in  the 
next  few  years.  We  offer  attractive 
benefits,  plus  compensation  based  on 
experience  and  success,  with  a  mini¬ 
mum  base  of  $36,000  plus  incentives. 

Interested  candidates  should  respond 
by  8/26/98  with  a  letter  of  applica¬ 
tion,  briefly  describing  their  outstand¬ 
ing  accomplishments  that  make  them 
qualified  for  this  position,  plus  resume 
to: 

Meribeth  Catania 
Human  Resources  Manager 

La  Crasse  Tribune 
401  N.  Third  Street 

La  Crosse,  Wl  54601 

CIRCUIATION 

CIRCULATION  DIREaOR 

Small  daily  newspaper  in  Zone  1 ,  pub¬ 
lished  Monday  -  Saturday  with  a 
circulation  of  7,500  is  seeking  a 
hands-on  community  oriented  pro¬ 
fessional  to  lead  circulation  depart¬ 
ment.  Exceptional  customer  service 
skills  and  strong  single  copy  sales  are 
a  must. 

If  you  like  a  challenge  you  may  be 
right  for  us.  Qualified  applicants 
should  submit  a  resume  and  cover  let- 


Zone  1  daily  and  Sunday  newspaper  is 
seeking  a  strong,  dynamic  leader  with 
exceptional  management  and  market¬ 
ing  skills.  The  successful  candidate  will 
have  a  “can  do”  attitude  and  passion 
for  outstanding  customer  service.  This 
position  oversees  the  day-to-day  oper¬ 
ation  of  a  busy  circulation  department. 
Exceptional  analytical  skills  and  detail 
orientation  a  must. 

Competitive  salary,  incentive  and  bene¬ 
fits  package.  Interested  candidates  with 
5-t-  years  of  circulation  management 
experience  should  submit  a  resume 
with  cover  letter  and  salary  require¬ 
ments  to  Box  08611,  Editor  &  Pub¬ 
lisher.  EOE  M/F 

CIRCULATION  DIREaOR 
Central  Michigan  Newspapers,  Inc. 
operates  a  daily  newspaper,  13  shop¬ 
ping  guides,  as  well  as  other  special 
publications.  We  are  now  searching 
for  a  key  professional  to  manage 
Circulation  and  Distribution,  located  in 
Mt.  Pleasant,  Michigan. 

The  chosen  candidate  is  responsible  for 
circulation  of  the  daily  newspaper,  sub¬ 
scription/  single  copy  sales  and  market¬ 
ing,  budgeting,  expense  management, 
and  distribution  of  the  shopping  guides/ 
specialty  publications.  Prior  supervisory 
experience  required.  ABC  audit,  TMC 
product  knowledge  desired. 

Mt.  Pleasant  is  a  friendly,  mid-sized  com¬ 
munity  with  several  area  colleges  and 
many  other  amenities.  It  is  close  to 
lakes,  parks,  and  outdoor  recreation 
sites,  and  is  80-100  miles  from  two 
major  cities. 

Central  Michigan  Newspapers  is  a 
leading  mid-Michigan  employer,  offer¬ 
ing  a  competitive  salary/benefits  pack¬ 
age,  incentives  for  results  achieved, 
team  environment,  growth  opportuni¬ 
ties. 

If  interested,  please  send  resume  to: 

Linda  Brown 

Employment  and  Training  Manager 
Central  Michigan  Newspapers,  Inc. 

P.O.  Box  447 

Mount  Pleasant,  Ml  48804-0447 
Fax:  (517)773-0382 
Phone:  (517)  772-2971 
after  5:00  p.m.  (51 7)  775-641 1  EOE 

CIRCULATION  MANAGER 

Small  6-day  daily  in  a  growing 
southern  Zone  5  market  seeks  someone 
who  knows  how  to  grow  home  delivery 
and  single  copy  sales,  and  wants  his/ 
her  first  crack  at  running  the  show. 

We'll  offer  a  worthwhile  compensa¬ 
tion/benefits  package,  and  the  begin¬ 
ning  of  a  career  with  a  long  estab¬ 
lished  and  well-known  newspaper 
company.  You  bring  us  evidence  that 
you  can  produce  the  numbers. 


The  Idaho  State  Journal,  SE  Idaho's 
20,000  daily,  is  seeking  an  innovative 
circulation  professional  for  key 
department  head  position.  Looking  for 
community-minded,  growth-oriented 
hands-on  manager  who  understands 
demographics,  responds  to  trends  and 
puts  customer  service  at  the  forefront. 
Strong  leadership,  analytical  and 
communication  skills.  Work  with 
marketing  director  to  achieve  sales 
goals.  Live,  work  and  play  in  beautiful 
Idaho,  two  hours  from  Sun  Valley,  ID, 
Jackson,  WY,  and  Salt  Lake  City,  UT. 
Please  send  resume,  cover  letter  and 
salary  requirements  to  Publisher,  Idaho 
State  Journal,  P.O.  Box  431 ,  Pocatello, 
ID  83204-1510  or  send  E-mail  (Word 
format)  to:  spressly@journalnet.com 
A  Pioneer  Newspaper.  No  phone  calls, 
please. 

CIRCUIATION  ZONE  MANAGER 

The  Express-Times,  a  50,000  circula¬ 
tion  MediaNews  newspaper  in  Easton, 
PA,  is  seeking  a  Regional  Zone  Man¬ 
ager.  The  qualified  candidate  will 
supervise  5  District  Managers  and  must 
be  a  self-starter  with  leadership 
qualities  to  work  in  a  fast  paced,  com¬ 
petitive  environment.  Candidate  will 
also  be  responsible  for  increasing  daily 
and  Sunday  home  delivery,  maintain¬ 
ing  quality  service  to  all  home 
delivered  customers  and  ensuring  all 
weekly  revenue  is  collected  in  each  dis¬ 
trict.  Excellent  salary,  bonus  and  bene¬ 
fits  package.  Send  resume  and  salary 
requirements  to  The  Express-Times,  30 
N.  4th  Street,  P.O.  Box  391,  Easton, 
PA  18044-0391,  Attn:  Rob  Rothacker. 
Or  fax  to  (6 1 0)  258- 1 434. 

DISTRIBUTION  MANAGER 
The  Ledger-Enquirer,  a  Knight  Ridder 
newspaper  located  in  Columbus, 
Georgia,  is  seeking  a  circulation  distri¬ 
bution  manager.  This  position  oversees 
the  doily  delivery  to  all  home  delivery 
subscribers,  develops  strategies  to 
grow  home  delivery,  plans  and  sets 
goals  for  the  staff  and  oversees  the 
alternate  delivery  operations. 

The  successful  candidate  will  hove: 

•A  college  degree  or  equivalent  expe¬ 
rience. 

•Five  years  of  newspaper  circulation 
distribution  experience. 

•Excellent  management  skills  including 
effective  communications,  staff  devel¬ 
opment,  motivotion  and  team  building. 
Must  be  results  oriented. 

•PC  skills  including  Excel  and  Word. 
•Significant  contact  with  subscribers. 

This  person  must  be  self-motivated  and 
work  with  minimum  supervision.  The 
position  directly  manages  two  super¬ 
visors  and  1 3  district  managers. 

We  offer  a  competitive  salary  with 
bonus,  and  a  comprehensive  benefits 
package,  including  medical,  dental, 
vision  and  life  insurances,  401  (k)  plan, 
pension,  vacation,  sick  leave  and 
more. 

Send  letter  of  interest  and  resumes  to: 

Human  Resources 
The  Columbus  Ledger-Enquirer 

P.O.  Box  711,  Columbus,  GA  31 902 


254  Second  Avenue,  Needham,  MA 
02194.  Or  Fax  to  (781 )  433-6977. 


ter  with  salary  requirements  to  Box 
08604,  Editor  &  Publisher. 


Send  resume  to  Box  08607,  Editor  & 
Publisher. 


or  Fox:  (706)576-6294 
E-mail:  ccrouch@ledger-enquirer.com 
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HELP  WANTED 


_ CIRCULATION _ 

AAANAGER  OF  CIRCULATION  SALES 

The  Oregonian,  the  Pacific  Northwest's 
largest  newspaper,  is  currently  seeking 
a  Manager  of  Circulation  Sales.  This 
position  is  responsible  for  managing 
all  circulation  sales  and  marketing 
activities.  The  Manager  of  Circulation 
Soles  will  work  closely  with  the  Circula¬ 
tion  Director,  Marketing  Director  and 
other  department  managers  in  the 
development  and  execution  of  circula¬ 
tion  and  newspaper-wide  marketing 
initiatives. 

The  Portland  metropolitan  area  is  a 
growing  and  dynamic  market  that 
requires  a  sales  manager  who  can 
develop  and  execute  strategies  that  will 
keep  pace  with  household  growth  and 
improve  subscriber  retention.  The  Man¬ 
ager  of  Circulation  Sales  is  respon¬ 
sible  for  the  implementation  of 
solid  order  production  practices,  the 
measurement  and  analysis  of  sub¬ 
scriber  retention  and  the  development 
of  sales  campaigns  that  will  motivate 
independent  contractors,  Sales  Represen¬ 
tatives  and  telemarketing  agents.  This 
position  is  a  direct  report  to  the  Circulation 
Director  who  serves  as  chairperson  of  the 
circulation  promotion  committee  and  a 
member  or  the  newspaper  marketing 
committee. 

Requirements  for  this  position  include 
at  least  five  years  of  circulation  man¬ 
agement  experience  (preferably  in  the 
area  of  circulation  sales  and  market¬ 
ing),  a  praven  track  record  of  achiev¬ 
ing  circulation  volume  growth,  effective 
oral  and  written  cammunication  skills, 
and  the  ability  to  develop  and  execute 
detailed  action  plans,  basic  PC  skills 
(word  processing  and  spreadsheets) 
and  a  working  knowledge  of  Federal 
telemarketing  regulatians. 

We  offer  a  competitive  salary  and 
benefits  package  with  additional  earn¬ 
ings  potential  in  the  form  of  com¬ 
missions.  For  consideration,  please 
forward  your  resume  and  salary  his¬ 
tory  to  (deadline  for  consideration  is 
September  8,  1 998): 

Employment  Manager 
The  Oregonian 
1 320  SW  Broadway 
Portland,  OR  97201 
Equal  Opportunity  Employer 


NEWS 

Makes  The  Difference 

*  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

•  Editor  &  Publisher  is  NOT  a 
monthly  association  house 
organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  PLBLISHER 

II  West  I9lh  Street,  York.  NY  lOOll 


_ CIRCULATION _ 

SINGLE  COPY  MANAGER 

Leading  Zone  1  daily  and  Sunday 
newspaper  is  recruiting  for  an 
aggressive,  goal  oriented  leader  to 
manage  the  single  copy  division  of  our 
newspaper.  Reporting  directly  to  the 
Circulation  Director,  this  key  position 
will  be  responsible  for  all  aspects  of 
single  copy,  with  a  tremendous  focus 
on  marketing  and  growing  our  daily, 
Sunday  single  capy  circulation.  This  is 
an  excellent  opportunity  for  a  prog¬ 
ressive,  detail-oriented  professional. 

We  offer  a  competitive  salary,  incen¬ 
tive  and  benefits  package  with 
unlimited  growth  potential.  Qualified 
candidates  should  submit  a  resume 
and  cover  letter  to  Box  08610,  Editor 
&  Publisher.  EOE  M/F 


THE  EUROPEAN  STARS  &  STRIPES,  a 
daily  newspaper,  based  in  Griesheim, 
Germany,  seeks  a  Circulation  Sales 
Director  to  oversee  home  delivery, 
single  copy,  transportation,  and  cus¬ 
tomer  service  throughout  Europe, 
North  Africa,  and  the  Middle  East. 

The  selected  candidate  must  have 
superior  interpersonal  skills  and 
demonstrated  newspaper  sales  man¬ 
agement  skills,  and  a  proven  record  of 
increasing  circulation.  They  will  also 
initiate,  implement,  and  execute  circula¬ 
tion  sales,  promoting  ond  marketing 
programs  in  conjunction  with  district 
sales  managers  as  well  as  with  market¬ 
ing  staff,  contractors,  carriers,  tele¬ 
marketers,  sales  crews,  and  ather  related 
staff. 

Additionally,  will  coordinate  all  circula¬ 
tion-related  aspects  of  carrier  sales 
campaigns,  bulk  sales,  adding  new 
sales  outlets,  obtaining  NIE  sponsorship, 
and  finding  ways  to  get  papers  to  troops 
in  remote  areas  not  currently  being 
served. 

Requires  strong  analytical  skills  to  iden¬ 
tify  growth  opportunities,  compose 
sales  plans,  prepare  budgets,  forecast 
sales,  and  prepare  sales  reports.  Prior 
experience  with  the  military  preferred, 
but  not  required. 

Send  resume  to  European  Stars  & 
Stripes,  ATTN;  General  Manager,  Unit 
29480,  APO,  AE  09211  or  fax  to 
(01 1-49)  6155  601408.  Applications 
will  be  accepted  by  E-mail  at; 

hinzs@maif.estripes.osd.mil 
Applications  must  be  received  by 
August  30, 1 998  to  be  considered. 

Announcement  NAF-SS-98-044 

Position  open  to  US  citizens  only 

EDITORIAL 

ASSOCIATE  EDITOR 
Great  opportunity  with  growing  busi¬ 
ness  magazines  for  top  journalist  with 
5  years'  experience  covering  real 
estate,  finance,  journalism  degree. 
Newspaper  experience  a  plus.  $34- 
44K,  bonus,  rapid  advancement. 
Resume  and  unedited  writing  samples 
to  657  Mission  Street,  Suite  502,  San 
Francisco,  CA  94105. 


_ EDITORIAL _ 

ASSISTANT  NEWS  EDITOR/DESIGN 
Play  a  key  role  on  a  good  news  desk 
and  make  our  pages  look  great.  The 
Star-Gazette,  a  Gannett  newspaper 
(33,000  daily,  46,000  Sunday)  in  the 
Finger  Lakes  region  of  Upstate  New 
York,  seeks  an  energetic,  quality- 
oriented  editor  who  is:  fast  and 
creative  at  design,  skilled  in  QuarkX¬ 
Press  pagination,  a  strong  headline 
writer,  and  able  to  help  others  to  hone 
their  design  skills.  To  apply,  send  a  let¬ 
ter,  resume,  samples  of  best  work  and 
a  week's  worth  of  tearsheets  to  Charles 
W.  Nutt,  editor,  Star-Gazette,  201 
Baldwin  Street,  P.O.  Box  285,  Elmira, 
NY  14902.  The  Star-Gazette  is  an 
equal  opportunity  employer. 

ASSISTANT  SPORTS  EDITOR  -  If  you 
like  sports,  we'll  give  you  all  you  want. 
The  Tribune-Democrat  in  Johnstown, 
PA  (49,000  daily  -  53,000  Sunday)  is 
looking  for  an  Assistant  Sports  Editor 
who  can  handle  the  full  schedules  of 
32  high  schools,  and  player- 
development  franchises  in  professional 
hackey  and  baseball.  We're  in  Pitts¬ 
burgh  Steeler,  Penguin  and  Pirate 
country  between  Pitt  and  Penn  State. 
This  is  a  management  position  that 
involves  copy  editing,  design,  schedul¬ 
ing,  coverage  and  yes,  you'll  write  a 
column.  If  you're  ready  to  step  up, 
send  resume  and  clips  to  Human 
Resources  Manager,  The  Johnstown 
Tribune  Publishing  Company,  P.O.  Box 
340,  425  Locust  Street,  Johnstown,  PA 
15907-0340. 


ASSOCIATE  EDITORIAL  PAGE  EDITOR 
The  right  candidate  is  a  self-starter 
who  generates  editorial  ideas;  who 
can  write  often  and  quickly  with  style; 
whose  leadership  skills  connect  with 
the  community;  who  is  equally  adept  at 
editing,  developing  and  supervising 
projects;  who  can  fill  in  for  the  editorial 
page  editor,  and  whose  moderately 
liberal  philosophy  fits. 

We  value  the  candidate  who  cares 
deeply  about  helping  identify  solutions 
to  problems  affecting  aur  readers,  not 
just  pointing  fingers  or  finding  fault. 
Applicants  should  submit  a  resume, 
relevant  clips,  letter  and  at  least  10  com¬ 
mentary  samples  to  Editorial  Page 
Editor  Hap  Cawood,  Dayton  Daily 
News,  P.O.  Box  1287,  Dayton,  OH 
45401-1287.  Fax:  (937)  225-7302. 


AUSTIN360.COM,  a  Cox  Interactive 
Media  web  site,  has  an  opening  for  a 
sports  content  manager.  Applicants 
must  have  managerial  experience, 
journalism  degree,  at  least  three  years 
experience,  know  HTML  and  Photoshop 
and  have  a  love  of  sports!  Send  resume 
and  cover  letter  to  Nancy  Regent, 
nregent@cimedia.com 


BUSINESS  EDITOR:  Coordinates  all 
business  coverage  for  3-county  area  in 
one  of  the  fastest  growing  areas  of  the 
state.  Writes  and  edits  copy  for  busi¬ 
ness  page  and  alternates  with  assistant 
business  editor  in  paginating  daily  and 
Sunday  business  pages.  Staffs  the 
semi-annual  International  Home  Fur¬ 
nishings  Market  and  showtime  fabric 
show  events.  Send  resume  and  clips  to 
Ken  Irons,  High  Point  Enterprise,  P.O. 
Box  27261 ,  High  Point,  NC  27261 . 


_ EDITORIAL _ 

COPY  DESK  CHIEF 

Louisiana's  “Newspaper  Of  The  Year" 
is  looking  for  a  news  editor  who  has 
sound  news  judgment,  excellent  editing 
skills  and  management  experience  to 
lead  our  copy  desk  into  the  next  millen¬ 
nium.  The  Daily  Advertiser  is  a 
45,000-daily/53,000-Sunday  circula¬ 
tion  paper  that  has  a  staff  dedicated  to 
being  the  best  in  the  business  and  pro¬ 
viding  a  must-read  for  our  com¬ 
munities.  Lafayette  is  growing  fast  and 
so  is  the  newspaper  that  serves  as  the 
hub  of  “Cajun  Country".  Copy  editing 
experience  is  a  must.  QuarkXPress 
skills  are  necessary.  Company  benefits 
are  excellent.  Send  resumes  and  clips 
of  your  work  to  Director-Human 
Resources,  P.O.  Box  5310,  Lafayette, 
LA  70502. _ 

COPY  DESK  CHIEF,  COPY  EDITOR.  2 
positions  at  daily  on  the  salt  water  and 
at  the  frant  door  of  Olympic  National 
Park.  Letter,  resume  and  clips  to  Roger 
Morton,  editor.  Peninsula  Daily  News, 
305  W.  1  St  Street,  Port  Angeles,  WA 
98362. 

COPY  EDITOR  -  50,000  Zone  2  AM 
daily  and  Sunday  needs  a  word 
person,  a  style  enforcer,  someone  who 
cares  about  the  language  and  editing, 
who  can  write  solid,  punchy  headlines 
and  meet  deadlines  every  night. 
Interested  individuals  should  submit  a 
resume  and  cover  letter  to  Human 
Resources  Manager,  The  Johnstown 
Tribune  Publishing  Company,  P.O.  Box 
340,  425  Locust  Street,  Johnstown,  PA 
15907-0340. 


COPY  EDITOR  Award-winning 
34,000  AM  in  Philadelphia's  growing 
far-western  suburbs  seeks  design- 
oriented  editor  for  pagination  desk. 
QuarkXPress  experience  helpful.  Send 
layout  samples  to  Raymond  J.  Lamont, 
managing  editor.  Daily  Local  News, 
250  N.  Bradford  Avenue,  West 
Chester,  PA  1 9382. 

COPY  EDITOR  needed  to  polish  news 
and  feature  stories  and  write  eye¬ 
catching  headlines  on  full-paginated 
Quark/OPS  system  at  The  Bakersfield 
Californian,  an  80,000-circulation, 
family-owned  daily  in  Central  Califor¬ 
nia.  Experience  as  a  reporter  and/or 
editor  preferred,  but  will  consider 
entry-level  applicant  with  sharp  spell¬ 
ing,  punctuation  and  grammar  skills. 
We  are  located  in  California's  most 
affordable  region,  just  two  hours  from 
sandy  beaches,  snow-capped  moun¬ 
tains  or  major  metropolitan  areas. 
Send  resume  and  work  samples  to  The 
Bakersfield  Californian,  Copy  Editor, 
Human  Resources,  P.O.  Box  440, 
Bakersfield,  CA  93302.  All  applicants 
subject  to  pre-employment  physical 
and  drug  screen. 

COPY  EDITOR/DESIGNER 
Can  you  write  snappy  headlines,  edit 
copy  until  it's  clean  and  design  “wow" 
pages?  Do  you  enjoy  paginating,  pick¬ 
ing  your  own  art  and  seeing  a  page 
through  the  process  from  story  editing 
to  proofing?  Then  we're  looking  for 
you.  The  Beaver  County  Times  is  an 
award-winning  Monday-Friday  and 
Sunday  AM  in  suburban  Pittsburgh.  If 
you'd  like  to  join  us,  send  a  cover  let¬ 
ter,  resume  and  design  clips  to  Cathy 
Benscoter,  Beaver  County  Times,  400 
Fair  Avenue,  Beaver,  PA  1 5009. 
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HELP  WANTED 

EDITORIAL 


COPY  EDITOR:  Western  PA  daily  seeks 
night  shift  copy  editor.  QuarkXPress, 
strong  editing,  headline-writing  skills  a 
must.  Competitive  salary  and  benefits 
package.  Send  resume  to  Phil  Brown, 
copy  desk  chief,  Herald-Standard, 
P.ci).  Box  848,  Uniontown,  PA  1 5401 . 


COPY  EDITOR:  Full-time  positions  at  sub¬ 
urban  Philadelphia  daily.  Team-driven 
newsroom.  Send  resume  and  writing 
samples  to  Patricia  S.  Walker,  8400 
Route  1 3,  Levittown,  PA  1 9057;  or  fax 
(215)  949-4177. 


COPY  EDITOR 

Put  your  love  of  words  and  design  skills 
to  work.  A  newspaper  where  you  can 
build  skills  in  every  copy  desk  dis¬ 
cipline.  50,000  Texas  AM.  Contact: 
James  H.  Denley,  editor,  Abilene 
Reporter-News,  101  Cypress,  Abilene, 
Texas  79601 .  denleyj@abinews.com 


COPYEDITOR 

The  Newport  Daily  News  seeks  a  copy 
editor  with  strong  page  design  skills. 
We're  looking  for  someone  to  improve 
local  and  wire  copy,  write  sparkling 
headlines,  design  section  fronts  and 
inside  pages  and  know  or  be  prepared 
to  learn  how  to  handle  the  slot.  Pogina- 
tion  experience  and  knowledge  of 
QuarkXPress  would  be  helpful.  Pro¬ 
fessional  experience  is  a  plus  but  we 
will  also  consider  new  grads  with 
strong  campus  newspaper  and 
internship  credentials.  We  have  been 
honored  as  the  best  small  newspaper 
in  New  England  and  intend  to  get  even 
better.  Tell  us  about  yourself  and  send 
a  few  samples  of  your  best  designed 
news  and  feature  pages  to  Harvey 
Peters,  news  editor.  The  Newport  Daily 
News,  101  Malbone  Road,  Newport, 
Rl  02840.  No  phone  calls,  please. 

COPY/PRODUaiON  EDITOR 

Leading  magazine  publisher  seeks 
detail-oriented  individual  with  top  skills 
for  twice  monthly  news  tabloid  maga¬ 
zine.  Duties  include  proofreading, 
copyediting,  headline  writing,  copyfit¬ 
ting  and  some  writing.  Top  candidate 
will  have  newspaper  background, 
journalism  degree,  knowledge  of  AP 
style.  QuarkXPress  helpful.  Room  to 
grow. 

Mail/fax  resume  with  cover  letter  and 
salary  requirements  to: 

Miller  Freeman 
Dept.  PE,  One  Penn  Plaza 
New  York,  NY  101 19-1 198 
Fax:  (21 2)  643-4807  EOE 


DAILY  NEWSPAPER  in  Kentucky  has 
immediate  openings  for  Reporters, 
Sports  Writers,  Imotogropher  and 
Copy  Editor.  Send  resume  and  clips  to 
Ekjx  08603,  Editor  &  Publisher. 


Classified  Advertisers:  If  you 

don't  see  a  category 
that  fits  your  needs,  please  call 
us  at  (212)  675-4380 
ext.  171, 173 


_ EDITORIAL _ 

DESIGN  EDITOR 

lOOK  NE  Ohio  PM  wants  a  no-holds- 
barred  design  editor  who  can: 

•Take  a  gray  page  and  make  it  sing. 
•Meet  deadlines. 

•Figure  out  how  to  get  it  all  in  and 
make  it  look  good. 

•Handle  copy  editing  once  in  a  while 
without  fussing. 

•Paginate,  paginate,  paginate. 
Interested?  Tell  us  why  in  your  cover  let¬ 
ter  and  show  us  what  you're  doing 
now.  Design  a  one-page  resume  and 
send  it  PDQ  to: 

Mike  Braun 
Chief  Design  Editor 
The  Vindicator 
1 07  Vindicator  Square 
P.O.Box  780 
Youngstown,  OH  44501 
(No  phone  calls,  please) 

Equal  Opportunity  Employer 

EDITOR:  People-oriented,  experienced 
editor  sought  for  our  family-owned  9M 
West  Michigan  afternoon  daily.  We 
are  a  6-day  highly  regarded  operation 
that  has  traditionally  experienced  very 
low  employee  turnover.  We've 
received  MPA's  Newspaper  of  the 
Year  award  the  last  two  years  in  our 
circulation  class.  Charming,  pro¬ 
gressive  community.  We  recognize  the 
importance  of  a  healthy  bottom  line, 
but  this  doesn't  drive  all  decisions.  We 
do  many  things  out  of  the  ordinary  for 
a  newspaper  our  size.  Strong  lead¬ 
ership  abilities  and  well-rounded 
technical  skills  important.  Total  com¬ 
pensation  potential  in  the  $50M  range. 
We  think  our  benefits  package  is 
exceptional.  Please  forward  resume 
and  letter  of  interest  to  President,  The 
Daily  News,  P.O.  Box  340,  Greenville, 
Ml  48838. 


EDITORIAL  WRITER:  Our  editorial 
pages  helped  “Fighting  Bob"  La  Follette 
build  the  Wisconsin  Progressive 
movement.  Now,  those  same  pages 
are  fighting  to  build  a  progressive 
movement  for  the  21  st  century.  Maybe 
that  makes  our  locally-owned  daily  an 
anachronism  in  an  era  of  chain-owned 
conservative  newspapers.  But  last  year 
the  Inland  Press  Association  honored 
our  editorials  as  the  best  for  papers  of 
all  sizes.  Our  editorial  section  is  a  two- 
person  operation,  so  this  job  involves 
the  whole  range  of  editorial  page  func¬ 
tions,  including  writing  and  layout.  We 
are  looking  for  a  great  writer  with  at 
least  two  years  experience  in  newspa¬ 
per  or  public  affairs  work.  Send  a 
resume,  opinion-writing  samples, 
references  and  a  dazzling  three- 
paragraph  cover  letter  describing  the 
qualities  you  would  bring  to  our 
editoriol  section.  The  application 
deadline  is  September  14.  Contact 
John  Nichols,  editorial  page  editor. 
The  Capitol  Times,  P.O.  Box  8060, 
Madison,  Wl  53708. 


EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200■^  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  20016;  (703)  506-4400. 


_ EDITORIAL _ 

EDITORIAL,  SALES  AND 
PRODUaiON  OPPORTUNITIES 

Haymarket  Publishing,  the  UK's  largest 
independent  magazine  publisher,  is 
launching  its  successful  UK  business 
title  PR  Week  in  America  in  November. 
Based  in  New  York,  the  magazine  will 
have  a  nationwide  circulation  and  a 
25  -  strong  staff.  We  are  currently  look¬ 
ing  to  hire  experienced  staff  at  all 
levels  to  work  on  this  exciting  new 
launch. 

The  vacancies  include: 

EDITORIAL 

News  editor.  Features  Editor,  Prod¬ 
uction  Editor,  Copy  Editor,  Artistic 
Director,  Reporters.  We  ore  also  look¬ 
ing  to  recruit  part  time  and  full  time 
journalists  in  Washington,  Chicago,  LA 
and  San  Francisco. 

ADVERTISING  SALES 

Display  ond  Classihed  Sales  Executives 

PRODUaiON  &  ADMINISTRATION 
Production  Manager,  Circulation  Man¬ 
ager,  Assistants. 

Please  fax  resume  and  salary  history 
to: 

on  (44-1 71)  41 3-4509  (UK)  or 
(212)  732-2360 

Or  E-mail  on:  prweek@haynet.com 
Or  mail  to: 

PR,  Inc. 

1 70  Broadway 
New  York,  NY  10038 


EDUCATION  EDITOR  -  Award  win¬ 
ning,  mid-sized  daily  in  Southeast 
seeks  experienced  journalist  to  cover 
major  university  and  direct  team  in 
overall  education  coverage.  Great 
area,  excellent  benefits.  Two  years 
experience  in  covering  education 
required.  To  apply  send  resume  and 
clips  to  Box  08602,  Editor  &  Publisher. 


_ EDITORIAL _ 

EDITORS/REPORTERS/RESEARCHERS 
needed.  New  NYC-based  web  site  cov¬ 
ering  police  and  crime  news  seeks: 
managing  editor  (mid-$70s);  CAR 
editor  (high-$50s);  editors  (mid-$40s); 
reporters  (high-$30s);  and  researchers 
(low-$20s).  All  also  receive  stock 
options.  Strong  work  habits  and  ethics 
required.  Knowledge  of  web  pub¬ 
lishing  helpful.  Editors  must  be  able  to 
generate  great  headlines  and  edit  copy 
until  spotless.  Send  resume,  3  references 
and  3  clips  to: 

APBOnline@hotmail.com 


EDITORS 

New  Times  is  looking  for  editors  at  all 
levels  to  fill  future  openings  at  our 
award-winning  weekly  newspapers  in 
Phoenix,  Denver,  Miami,  Dallas,  Hous¬ 
ton,  San  Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  There  is  an  immediate 
opening  for  an  associate  editor  in 
Miami. 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
editing  test. 

Send  a  cover  letter,  a  resume,  and 
your  best  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 1 7 
No  phone  calls,  please 

EDUCATION  REPORTER:  We're  look¬ 
ing  for  an  energetic,  resourceful  person 
who  can  handle  projects  as  well  as 
daily  stories.  One  to  two  years  experi¬ 
ence  preferred,  but  will  consider  recent 
graduates  with  internships.  Send 
resume,  8  to  10  clips  to  Jim  Krumel, 
managing  editor.  The  Lima  News, 
3515  Elida  Rood,  Lima,  OH  45807. 


EDITORIAL 


EDITORIAL 


EDITOR 


Our  Editor  of  25  years  is  retiring.  We  are  searching  for  a  detail- 
oriented,  self-motivated  Editor/Reporter  for  our  25-year-old-weekly. 
The  independent  business  to  business  newsletter  is  5  times  larger 
than  its  nearest  competitor,  and  the  bible  of  the  California 
occupational  safety  and  health  community.  It  covers  regulation, 
legislation  and  litigation. 

If  you  are  a  seasoned  writer  with  excellent  writing  and  interviewing 
skills,  and  have  an  analytical  mind.  The  Cal-OSHA  Reporter^"  is 
looking  for  you.  Please  no  PR.  types.  This  is  not  a  house  organ  it  is  a 
serious  news  publication.  Applicants  should  live  in  Northern 
California  (San  Francisco  or  Sacramento  areas).  We  offer  excellent 
salary  and  benefits  and  retirement.  Send  resume  and  clips  to 
Cal-OSHA  Reporter™,  Attention  Dale  Debber,  P.O.  Box  1 1 00,  Grass 
Valley,  CA  95945-1100. 

Cal-OSHA  Reporter" 
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HELP  WANTED 

EDITORIAL  j  EDITORIAL 

ENERGETIC  REPORTER  for  top  small  i  FRONT  PAGE  DESIGNER  SOUGHT 


CA  daily.  Resume,  clips  to  Mark  Derry, 
P.O.  Box  22365,  Gilroy,  CA  95020. 

ENTRY-LEVEL  REPORTER  for  a  dailv 
and  weekly  paper  in  the  Adirondack  j 
Mountains  of  NY.  Good  benefit 
package.  Great  quality  af  life.  E-mail 
or  fax  resume  to 

enterprz@northnet.org  or 
(518)  891-2756 

EXECUTIVE  EDITOR 

Washington  state  daily  in  coastal 
resort  town  seeks  creative  and 
energetic  editor  able  to  take  staff  to 
next  level  with  compelling  writing  skills, 
high  editing  standards.  Send  resume, 
news  and  management  philosophy  (1 
page  each),  samples,  salary  history  to 
Box  08591 ,  Editor  &  Publisher. 

Editorial 

INTERAQIVE  NEWS  EDITORS 

Dow  Jones  &  Company  is  seeking 
experienced  copy  editors  to  work  in 
the  company's  Interactive  Publishing 
news  room  in  Princeton,  NJ. 

Successful  candidates  will  be  proficient 
at  selecting,  editing  and  rewriting  busi¬ 
ness  wire  copy  under  deadline  pres¬ 
sure  for  publication  in  Dow  Jones 
Interactive  Publishing's  business  news 
report  on  the  Web.  Candidates  will  be 
knowledgeable  about  both  business 
and  general  news.  At  least  two  years 
of  full-time  experience  on  a  news  desk 
is  required.  Experience  with  computer 
editing  systems  and  a  backgraund  in 
business  journalism  are  preferred.  A  col¬ 
lege  degree  is  required.  Please 
forward  resumes  with  salary  require¬ 
ments  to: 

Employee  Staffing  &  Development 
Building  1 

Dow  Jones  &  Company 
P.O.  Box  300 

Princeton,  NJ  08543-0300 
EOEM/F/D/V 

FEATURE/CONSUMER  WRITER  for  the 
online  arm  of  Bank  Rate  Monitor,  North 
Palm  Beach,  FL.  Stronger  writer  for  in- 
depth  features  and  news-to-use  stories. 
Minimum  3  years  reporting  experi¬ 
ence;  consumer  affairs  or  finonce  back¬ 
ground  helpful.  E-mail  resume,  writing 
samples  to  BrianOSmail. bankrate.com 

FEATURES  EDITOR  needed  for  a  mid¬ 
sized  doily  in  upstate  New  York.  The 
work  is  varied  and  challenging,  and 
the  location  is  at  the  edge  of  the 
Adirondacks  near  Vermont  and  Sara¬ 
toga  Springs  and  within  an  easy 
drive  to  New  York  City  and  Montreal. 
Duties  include  supervising  staff  writer 
and  free-lancers,  cooching  new  writers 
of  all  ages,  and  planning  and  editing 
four  pages  (health/ science,  food,  tech¬ 
nology  and  religion)  and  two  sec¬ 
tions  (Sunday  Living  and  The  Scene,  a 
weekend  arts  and  entertainment  tab). 
Job  requires  organizational  skills  and 
the  ability  to  plan  ahead.  Good  writing 
skills  are  a  must,  previous  experience  a 
plus.  Send  resume  and  clips  to  Stephen 
Bennett,  managing  editor.  The  Post- 
Star,  P.O.  Box  2157,  Glens  Falls,  NY 
12801. 


The  Daily  Southtown  is  seeking  a  front 
page  designer  for  its  award  winning 
news  section.  Applicant  must  have  a 
strong  news  judgment,  excellent  page 
design  skills  and  experience  with 
QuarkXPress.  The  Daily  Southtown  cov¬ 
ers  Chicago  and  its  southern  suburbs. 
Send  resume  and  samples  of  your 
work  to  Bill  Padjen,  day  news  editor. 
Daily  Southtown,  6901  W.  159th 
Street,  Tinley  Pork,  IL  60477. 

GENERAL  ASSIGNMENT  reporter  for 
1 3,000  circulation  southern  Indiana 
daily  noted  for  in-depth  features, 
strong  local  reporting.  We're  looking 
for  a  strong  reporter/ writer  who  wants 
the  apportunity  to  cover  a  wide  range 
of  stories,  gain  first-rate  clips  and  work 
with  quality  editors.  Send  letter, 
resume,  your  best  clips  and  daytime 
phone  numbers  of  your  three  most 
recent  editors/supervisors/teachers  to 
Fred  Smith,  managing  editor.  The 
Herald,  P.O.  Box  31,  Jasper,  IN 
47547-0031. _ 

GREAT  OPPORTUNITIES:  Midwest 
newspaper  graup  with  small  dailies 
needs  reporters,  desk  editors  and 
managing  editors.  These  are  great 
opportunities  to  develop  skills  and  then 
move  to  bigger  newspapers.  Send 
cover  letter  and  resume  to  Box  08601 , 
Editor  &  Publisher. 


GROWTH  AND  OPPORTUNITY 

We  ore  expanding  and  have  several 
exciting  pasitions  open  for  highly 
motivoted  self-starters.  Our  news- 
weeklies  serve  members  of  the 
armed  services,  providing  the  best 
news  first. 

MANAGING  EDITOR  (#89-98)  - 
Requires  5-10  year's  copy-editing  and 
design  experience  with  at  least  2 
year's  supervisory  experience.  Ideal 
candidate  can  handle  multiple  editions 
working  with  editorial  and  production 
and  staff  of  1 2  copy  editors. 

COPY  EDITORS/PAGINATORS  (#91- 
98)  -  Responsible  for  copy  editing, 
age  layout  using  QuarkXPress  and 
eadline  and  caption  writing.  Requires 
:  minimum  2  year's  capy-editing  experi- 
■  ence  with  daily  or  weekly  newspaper/ 

;  magazine.  Previous  reporting  experi- 
:  ence  helpful.  College  degree/equiva- 
i  lent. 

I  STAFF  WRITERS  (#90-98)  -  Various 
i  beats  available,  covering  news  vital  to 
i  members  of  the  military.  College 
j  degree/equivalent.  Must  have  at  least 
;  2  year's  previous  reporting  experience. 

:  Send  resumes  (and  clips  for  writer  posi- 
:  tions)  to  Army  Times  Publishing  (Zom- 
;  pony.  Human  Resources  Department 
:  E&P  (JOB#),  6883  Commercial  Drive, 

:  Springfield,  VA  22159  or  Fax  to  (703) 
i  759-8129.  M/V/F/D 

I  A  computer  will  do  what  you  tell  it  to 
:  do,  but  that  may  be  differer)t  from  what 
j  you  had  in  mind. 

Joseph  Weizenbaum 


_ EDITORIAL _ 

HIGHLY  SELF-MOTIVATED  music  news 
editor  with  strong  line-editing  skills 
wanted  for  full-time  position  working 
out  of  the  New  York  office  of  SonicNet 
Network.  SonicNet  includes  SonicNet 
Music  News  and  Addicted  to  Noise 
websites.  E-mail:  lisa@sonicnet.cam  or 
fax  to  (415)  551-9970  for  more 
information. 

INTRIGUED  BY  the  glitz  of  Tokyo  and 
the  grit  of  Bosnia?  Help  us  present  both 
to  our  readers  around  the  world.  The 
Washington,  DC  office  of  European 
and  Pacific  Stars  &  Stripes  is  looking 
for  a  features  desk  chief  with  a  flair  for 
design  and  a  willingness  to  challenge 
conventions.  The  desx  chief  will  be  part 
of  a  team  that  develops  and  produces 
a  Sunday  magazine,  two  international 
travel  magazines,  a  lifestyle  magazine 
and  other  special  sections  for  the  daily 
First  Amendment  newspaper  for  US 
service  members  and  civilians  living 
overseas.  Salary  range  is  $40,000  to 
$55,000.  Send  a  resume  and  a  cover 
letter  describing  how  your  skills  would 
benefit  our  readers  to:  NAF  Personnel 
Office,  Bldg.  11,  Room  2-106 
WRAMC,  Washington,  DC  20307- 
5001.  Also  include  six  samples  of 
pages  you  have  designed  and/or 
packages  you  have  edited.  Applica¬ 
tions  must  be  received  by  September 
9,  1998.  Stars  and  Stripes  is  an  equal 
opportunity  employer. 

INVESTIGATIVE  REPORTER 

The  Daytona  Beach  News-Journal 
seeks  an  experienced,  aggressive 
investigative  reporter  to  help  sustain 
our  tradition  of  hard-hitting,  prize¬ 
winning  journalism.  We  want  an 
energetic  digger  who  is  skilled  in  work¬ 
ing  sources,  probing  public  records 
and  doing  computer-assisted  research. 
The  right  candidate  alsa  will  be  a 
polished  writer  who  con  produce  well- 
crafted  stories  that  inform  readers  and 
provoke  action.  Send  letter,  resume 
and  clips  to  Don  Lindley,  managing 
editor.  The  News-Journal,  P.O.  Box 
2831,  Daytona  Beach,  FL  32120- 
2831. 


JOB  OPENING:  REPORTER 

The  Berkshire  Eagle  has  an  opening  for 
a  general  assignment  reparter.  Our 
objective  is  to  staff  our  newsroom  with 
reporters  who  possess  a  relentless 
curiosity  about  life  and  people,  about 
government  and  education,  and  about 
bow  things  work.  Candidates  should 
have  a  demonstrated  ability  to  cover 
hard  news,  write  compelling  leads, 
develop  enterprise  story  ideas  and 
meet  the  standards  of  an  award¬ 
winning  newspaper  that  demands 
excellent  writing  and  analytical  think¬ 
ing  from  its  staff.  Candidates  from  the 
Northeast  preferred.  5end  letter, 
resume  and  clips  to  Alinda  Shank, 
Human  Resources,  The  Berkshire  Eagle, 
P.O.  Box  1 1 71 ,  Pittsfield,  MA  01 202. 

LAUNCH  PAD  -  Three  who  started  here 
have  since  won  5  Pulitzers.  Small  but 
proud  west  Kentucky  AM  seeks  entry 
level  or  experienced  reporters  eager  to 
excel.  As  an  A.H.  Belo  Newspaper  we 
offer  competitive  wages  and  excellent 
benefits.  Contact  Ron  Jenkins,  editor. 
The  Gleaner,  Box  4,  Henderson,  KY 
42420  or  Fax  (502)  827-2765  or 
E-mail:  rjenkins@thegleaner.com 


_ EDITORIAL _ 

JOURNALISM 

Opening  for  experienced  government 
reporter  who  would  work  as  part  of  a 
team  in  covering  county  and  city  gov¬ 
ernment.  Experience  with  computer- 
assisted  reporting  is  helpful,  as  is 
demonstrated  ability  to  write  gov¬ 
ernment  stories  that  are  relevant  to 
readers. 

Great  opportunity  to  join  one  of  the 
country's  more  progressive  media  com¬ 
panies.  V/ork  in  the  Midwest  where  the 
streets  are  safe,  the  education  outstand¬ 
ing  and  the  cost  of  living  is  affordable. 
Competitive  starting  salary  with  com¬ 
prehensive  benefits  package.  Qualified 
candidates  must  have  degree  in  jaur- 
nalism  or  related  area  and  three  years 
reporting  experience.  Send  resume 
and  clips  to  Trish  Thoms.  Visit  our  web 
site:  www.fyiowa.com 

The  Gazette 

P.O.  Box  511 
Cedar  Rapids,  lA  52406 
EOE 

LAYOUT/COPY  EDITOR  for  monthly 
newspaper  af  growing,  prestigious  pro¬ 
fessional  association.  Strong  news  edit¬ 
ing,  design  skills  and  attentian  to  detail 
required  to  design  attractive  tabloid 
pages  and  write  snappy  headlines 
under  deadline  pressure.  QuarkXPress 
and  Internet  experience  desired.  Some 
travel  and  overtime  required.  Send 
cover  letter,  resume  and  wark  samples 
to  SHRM,  TW/AE,  1800  Duke  Street, 
Alexandria,  VA  22314.  EOE 

LEAD  PAGE  DESIGNER/ARTIST 
Mid-sized  Pennsylvania  daily  has  an 
immediate  apening  for  a  page 
designer/artist  with  at  least  three  years 
newspaper  experience.  The  ideal  can¬ 
didate  will  provide  strong  visual  impact 
for  news  and  feature  pages.  Candi¬ 
dates  should  be  proficient  in  Illustrator, 
QuarkXPress  and  Photoshop. 

We  offer  a  competitive  salary,  health 
and  401  (k)  plan.  Send  resume, 
references  and  sample  pages  to  Box 
0861 2,  Editor  &  Publisher. 

LEARN  NEWS  as  part  of  greot,  young 
staff.  Press  Enterprise,  Bloomsburg,  PA, 
seeks  talented  entry-level  reporters, 
layout  editors.  Call  our  newsroom, 
(800)  228-3483,  ask  anyone  about 
working  here.  Then  ask  for  Dean 
Kashner,  ME/ news. 


;  LIFESTYLE/ACE:  The  Lima  News,  an 
:  award-winning  mid-size  Ohio  paper, 

:  is  seeking  an  assistant  city  editor  to 
i  coordinate  our  Lifestyle  coverage  and 
:  special  sections.  Readers  have  vated 
i  Lifestyle  their  favorite  section.  Ideal 
i  candidate  is  imaginative,  shows 
I  initiative  and  is  a  keen  abserver  of  life 
:  and  reader  interests,  particularly  thase 
i  of  younger  people.  This  person  would 
i  help  make  story  assignments,  work 
■  with  designers,  edit  copy.  Should  have 
:  at  least  2  years  of  newsroom  experi- 
i  ence.  Send  resume,  examples  of  past 
:  work  and  10  ideas  for  story  and 
•  design  ideas  to  Jim  Krumel,  managing 
:  editor.  The  Lima  News,  3515  Elida 
:  Road,  Lima,  OH  45807.  Deadline  for 
:  applications  is  September  1 6. 


i 


I 
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HELP  WANTED 


_ EDITORIAL _ 

UFESTYLES/FEATURES  EDITOR 
Daily  newspaper  needs  dynamic  page 
designer  and  solid  copy  editor  with 
strong  people  skills  to  work  with 
reporters/photographers  on  feature 
fronts  and  with  the  public  on  com¬ 
munity  news.  Position  includes  layout 
of  food,  lifestyles  and  religion  pages, 
special  sections  and  more.  Send 
resume/page  design  clips  to  Luonne 
Williams,  The  Enquirer- Journal,  P.O. 
Box  5040,  Monroe,  NC  28111. 


LOCAL  DESK  EDITOR;  Doily  newspa¬ 
per  with  new  technology  seeks  content 
editor  who  con  improve  copy,  direct 
reporters  and  generate  enterprise 
assignments.  Call  (800)  992-3232  or 
send  resumes  to  Managing  Editor, 
Waterbury  Republican-American,  389 
Meadow  Street,  Waterbury,  CT  06722. 

MANAGING  EDITOR 

Zone  4,  9,171  weekly  seeks  ME  to 
fill  award-winning  shoes.  General 
excellence  winner  in  suburban  market 
six  of  last  eight  years  needs  a  pro. 
Among  first  papers  in  country  to 
modem  pages  to  printer.  All  pagi¬ 
nated.  Best  Mac  equipment,  updated 
annually.  Great  benefits,  excellent  salary 
ckage  includes  quarterly  and  annual 
nus  opportunities.  Direct,  manage, 
motivate,  hire  and  keep  us  on  top. 
QuarkXPress,  Photoshop  a  must.  If 
you  can't  do  it,  don't  apply.  Our  ME  did 
it  all,  including  motivate  excellent  staff 
of  four  winners.  Want  ta  learn  and 
advance?  Write  us  at  Box  08599,  Editor 
&  Publisher. 

EOE 

MANAGING  EDITOR:  Award-winning 
chain  of  12  weekly  newspapers  in 
Queens,  NY,  seeks  a  high-energy 
person  to  help  manage  newsroom. 
Strong  news  editing  and  organiza¬ 
tional  skills  a  must.  Great  opportunity 
in  metro  newspaper  environment.  Daily 
newspaper  experience  required.  Send 
resume,  clips  and  salary  requirements 
to  Steven  Blank,  Times-Ledger  News¬ 
papers,  41-02  Bell  Boulevard,  Bayside, 
NY11361. 


MANAGING  EDITOR 

The  Idaho  State  Journal,  SE  Idaha's 
20,000  daily,  is  seeking  an  experi¬ 
enced  professional  to  lead  our  news 
operation.  Strong  leadership  skills, 
solid  news  judgment  and  innovation  in 
content  and  presentation  a  must. 
Demonstrated  ability  to  direct  news 
room.  Community-minded,  hands-on 
editor  who  responds  to  market  trends 
and  enjoys  the  challenges,  respon¬ 
sibilities  and  rewards  of  running 
their  own  shop.  Live,  work  and  play  in 
beautiful  Idaho,  two  hours  from  Sun 
Valley,  ID,  Jackson,  WY,  and  Salt  Lake 
City,  UT.  Please  send  resume,  cover  let¬ 
ter  and  salary  requirements  to  Pub¬ 
lisher,  Idaho  State  Journal,  P.O.  Box 
431,  Pocatello,  ID  83204-1510  or 
send  E-mail  (Word  format)  to: 

spressly@journalnet.com 
A  Pioneer  Newspaper.  No  phone  calls, 
please. 


_ EDITORIAL _ 

METRO  EDITOR 

The  Columbian,  a  growing,  fomily- 
owned,  56,000  daily  newspaper 
(66,000  Sunday)  in  Vancouver,  WA, 
has  an  opening  for  a  motivated, 
imaginative  Metro  Editor  to  lead  its 
award-winning  reporting  staff.  You  will 
be  one  of  five  newsroom  managers 
responsible  for  planning  daily  and 
advance  projects. 

We  need  a  leader  who  will  empower  a 
staff  to  reach  new  heights.  A  minimum 
of  five  years  of  management  experi¬ 
ence  is  essential,  but  all  skills  and 
experience  will  be  taken  into  considera¬ 
tion.  Competitive  pay  and  great  bene¬ 
fits,  including  22  paid  days  off 
annually  and  profit  sharing  401  (k)  with 
generous  match. 

Send  resume  and  cover  letter  to; 

The  Columbian 
Hunran  Resources 
P.O.  Box  180 
Vancouver,  WA  98666 

Fax:  (360)  737-4005 
E-mail;  jobs@columbian.com 
Equal  Opportunity  Employer 


MUSIC  EDITOR 

New  Times  has  an  immediate  opening 
for  a  music  editor  at  its  weekly  news¬ 
paper  in  Ft.  Lauderdale.  Strong  writing 
skills  essential.  Job  entails  planning/ 
editing  music  section,  hiring  freelance 
reviewers,  and  writing  a  local  music 
column  as  well  as  feature-length 
pieces.  Send  cover  letter,  resume  and 
five  best  clips  to:  Andy  Van  DeVoord, 
P.O.  Box  5970,  Denver,  CO  80217. 

No  calls  or  E-mail,  please 


MUSIC  NEWS  EDITOR  wanted  for  BO¬ 
SS  hours  a  week  of  contract  work  for 
the  online  SonicNet  Network.  SonicNet 
Network  includes  SonicNet  and 
Addicted  To  Noise  websites.  San  Fran¬ 
cisco  area  residents  only.  E-mail: 
lisa@sonicnet.com  for  more. 


NEWS  EDITOR  -  The  Tribune- Star,  an 
award-winning  37,000  circulation 
daily  in  Terre  Haute,  IN,  is  searching 
for  an  aggressive  news  editor  who  con 
help  us  advance  our  opportunistic 
approach  to  editing  and  designing  a 
newspaper  that  fights  to  make  a  dif¬ 
ference  in  its  community.  We'll  help 
you  grow  professionally.  High  quality 
content  and  presentation  is  the  daily 
goal.  We  need  a  person  who  can 
make  pages  sing,  show  strong  news 
judgment,  lead  a  team  of  copy  editors, 
and  share  knowledge  and  develop 
skills.  The  Tribune-Star  circulates 
37,000  copies  daily  and  45,000  Sun¬ 
day.  Terre  Haute  is  a  typical  midwest 
college  community.  Major  cities  are 
within  easy  driving  distance.  If  you 
have  interest  in  joining  our  team  send 
your  resume,  six  samples  of  your  page 
designs,  and  a  one-page  cover  letter 
describing  your  best  work  to  David 
Cox,  editor,  Tribune-Star,  P.O.  Box 
1 49,  Terre  Haute,  IN  47808. 


I _ EDITORIAL _ 

:  NEWS  EDITOR  for  aggressive  small 
I  daily  in  Southeastern  Arizona.  We  are 
j  an  award-winning  paper  looking  for 
j  someone  willing  to  work  and  have  fun. 

:  You  will  be  responsible  for  wire  pages, 
j  special-interest  pages  and  copy  edit- 
:  ing.  Additionally,  you  will  work  closely 
i  with  our  team  of  reporters  on  daily 
:  stories  and  special  projects.  QuarkX- 
:  Press  experience  mandatory.  If  you  are 
:  interested,  send  resume  and  samples  of 
j  your  work  to  John  Moeur,  managing 
:  editor.  Sierra  Vista  Herald,  102  Fab 
j  Avenue,  Sierra  Vista,  AZ  85635  or 
i  E-mail:  svhnews@c2i2.com 


NEWS  EDITOR:  Small  daily.  QuarkX¬ 
Press  required.  Salary  $19,000.  First 
step  into  management.  Resume  to  Ken 
Garner,  The  Traveler,  P.O.  Box  988, 
Arkansas  City,  KS  67005. 

NEWS  REPORTER  wanted  for  weekly 
newspaper.  The  Hobbs  Flare,  in  south¬ 
east  New  Mexico.  Great  benefits, 
salary  commensurate  with  experience, 
advancement  possible.  Send  resumes 
with  clips  to  Publisher  Kathi  Bearden, 
Hobbs  News-Sun,  P.O.  Box  850, 
Hobbs,  NM  88241. 


NEWS  REPORTER  needed  for  Texas 
semi-weekly  near  Houston.  Entry  level 
position.  J-degree  preferred.  Some 
experience  a  plus.  Benefits  include 
insurance,  gasoline,  profit  sharing, 
bonuses.  For  more  information  call 
Chris  Barbee  at  (409)  543-3363  or 
fax  application  to  (409)  543-0097. 

NEWSPAPER  WAR!  In  beautiful  NW 
Arkansas.  Above  average  pay,  great 
opportunities  for  talented  editors, 
reporters.  Send  resume  to  Ken  Marts, 
The  Daily  Record,  P.O.  Box  1 049,  Ben- 
tonville,  AR  72712,  Fax:  (501)  273- 
7777,  E-mail:  KentM@nwanews.com 


NIGHT  POLICE/ 

GENERAL  ASSIGNMENT  REPORTER 

The  York  Daily  Record,  a  growing 
43,000  AM  daily  50  miles  north  of 
Baltimore,  is  a  great  place  to  build  a 
career.  Ask  our  staff.  Ask  our  alumni  at 
papers  such  as  the  Charlotte  Observer, 
New  York  Times  and  San  Jose 
Mercury  News.  We  need  a  deft  juggler  of 
deadline  news  and  projects  who  gets 
excited  by  the  challenge  of  real  compe¬ 
tition  in  a  two- newspaper,  four- 
television  station  market. 

Learn  more  about  us  at  www.ydr.com 
Send  resume,  clips  to  Metro  Editor, 
York  Daily  Record,  P.O.  Box  15122, 
York,  PA  17402.  EOE 


PAGE  DESIGNER/COPY  EDITOR 
The  Post-Star,  a  37,000  circulation 
daily  at  the  base  of  the  beautiful 
Adirondacks,  has  an  opening  for  a 
page  designer.  QuarkXPress  know¬ 
ledge  required,  copy  editing  experi¬ 
ence  a  plus.  Send  resume  and  samples 
of  work  to  Stephen  Bennett,  managing 
editor.  The  Post- Star,  P.O.  Box  2157, 
Glens  Falls,  NY  12801. 


_ EDITORIAL _ 

PHOTOGRAPHER:  Seeking  experi¬ 
enced  photojournalist  to  cover  news 
and  sports  for  30,000-circulation, 
seven-day  daily  in  Pennsylvania.  Full 
color  section  fronts  with  great  play  for 
your  work.  Computerized  darkroom. 
To  apply,  send  resume  and  samples  of 
your  work  by  September  4  to  Bill 
Foley,  graphic  design  editor.  The  Daily 
Item,  200  Market  Street,  Sunbury,  PA 
17801. _ 

REPORTER;  Delaware  capital  daily 
needs  aggressive  reporter  with  strong 
values  and  commitment  to  community 
news.  Excellent  benefits.  Send  resume, 
clips  to  Andrew  West,  managing 
editor,  Delaware  State  News,  P.O.  Box 
737,  Dover,  DE  1 9903.  E-mail  to: 
awest@newszap.com 

REPORTER:  Full  and  part-time  positions 
at  suburban  Philadelphia  daily.  Team- 
driven  newsroom.  Send  resume  and 
writing  samples  to  Patricia  S.  Walker, 
8400  Route  13,  Levittown,  PA  19057; 
or  fax  (21 5)  949-4177. 

REPORTER:  NE  “alternative”  weekly 
seeks  aggressive  and  talented  writer 
who  deserves  freedom  of  3,000  word 
cover  stories.  Editor,  Worcester  Maga¬ 
zine,  1 72  Shrewsbury  Street,  Worcester, 
MA01604. 

editorial@worcestermag.com 

REPORTERS/ 

DESIGNERS/CITY  EDITOR 
All  3  jobs  open  now  in  Ohio.  Help 
make  change.  Have  impact  NOW. 
Clips:  Todd  Franko,  Sandusky  Register, 
31 4  W  Market,  Sandusky,  OH  44870. 

REPORTERS 

The  Bond  Buyer,  a  daily  newspaper 
with  a  national  circulation,  seeks 
aggressive  reporters  who  can  break 
news.  Prior  full-time  reporting  experi¬ 
ence  and  a  demonstrated  ability  to 
write  clean,  clear  copy  about  financial 
issues  facing  state  and  local  gov¬ 
ernment  is  preferred. 

Successful  candidates  will  join  a  staff 
of  30  reporters  covering  a  $1 .4  trillion 
market  that  finances  the  nation's  infra¬ 
structure.  Familiarity  with  financial 
terms  and  the  municipal  market  is 
helpful  but  not  required. 

Send  resume  and  clips  to: 

Mike  Stanton,  Manoging  Editor 
THE  BOND  BUYER 
1  State  Street  Plaza 
New  York,  NY  10004 
E-mail:  stantc)n@tfn.com 
No  calls,  please!  EOE  M/F/D/V 


j  REPORTER 

j  The  Mail  Tribune,  a  30,000  circulation 
:  AM  daily  in  beautiful  Southern 
:  Oregon,  seeks  a  night-shift  reporter  to 
:  join  a  team  responsible  for  crime  and 
j  communities  coverage.  We  value 
I  accuracy,  enterprise  and  the  ability  to 
I  work  as  part  of  a  team.  Send  cover  let- 
:  ter,  resume  and  at  least  five  clips  to 
j  Julie  Wurth,  managing  editor,  P.O. 
:  Box  1108,  Medford,  OR  97501. 
I  Deadline  is  September  4.  EOE 


CUSSIFIED  ADVERTISING  DEADLINES 

In-Column  Advertisements:  Tuesday  noon  (EST)  for  following  Saturday  issue 
Classified  Display:  Friday  5pm  (EST)  8  days  prior  to  publication 
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HELP  WANTED 


_ EDITORIAL _ 

REPORTER 

The  Fayetteville  Observer-Times,  a 
75,000  morning  daily  in  North  Caro¬ 
lina,  needs  a  reporter  for  its  Public  Life 
team  to  cover  county  government  and 
tell  the  story  of  life  in  our  community. 
The  reporter  must  be  able  to  break 
stories  about  community  issues  before 
they  arrive  on  the  agendas  of  gov¬ 
ernment  agencies  and  show  how  gov¬ 
ernment  actions  affect  people.  Candi¬ 
dates  should  send  resume,  cover  letter 
and  their  past  10  clips  to  Jeff  Couch, 
assistant  managing  editor,  the  Fayet¬ 
teville  Observer-Times,  PC).  Box  849, 
Fayetteville,  NC  28304. 


REPORTER 

The  Times  Publishing  Company,  a  fam¬ 
ily-owned  newspaper  group  in  Erie, 
PA,  has  two  reporter  openings. 

We're  looking  for  a  reporter  who  is  a 
self-starter  and  able  to  work  as  part  of 
the  newsroom  team.  You  must  have  the 
ability  to  cover  a  wide  variety  of  topics; 
schools,  government,  breaking  news, 
in-depth  analysis,  and  features. 

Our  second  reporting  job  is  in  the 
revamped  lifestyle  department.  Tom 
Hanks  thought  enough  of  our  city  to 
make  it  the  setting  for  the  first  movie  he 
directed,  “That  Thing  You  Do!”.  But 
we're  looking  for  more  than  a  one-hit 
wonder. 

We  want  a  lifestyle  reporter  to  cover 
trends  and  pop  culture,  in  a  community 
where  we  like  to  boast  abaut  our 
exquisite  sunsets,  incredible  beaches 
and  record  snowfalls.  You  will  be  part 
of  our  new  In  the  Spotlight  team,  with 
an  emphasis  on  covering  the  entertain¬ 
ment  scene,  but  you  must  be  versatile 
enough  to  jump  in  and  report  on  gen¬ 
eral  lifestyle  stories.  We  are  looking  for 
someone  with  a  strong  news  sense  and 
excellent  writing  skills,  along  with  a  will¬ 
ingness  to  try  new  forms  of  storytelling. 

In  your  cover  letter  for  either  job,  tell  us 
why  that  thing  you  do  would  make  you 
a  good  fit  in  Erie.  Send  your  letter, 
resume  and  clips  to: 

Tony  Pasquale 
Administrative  Editor 
Times  Publishing  Company 
Times  Square 
205  W.  1 2th  Street 
Erie,  PA  1 6534 


(814)  870-1712 


ER 


The  communication 
link  of  the  newspaper 
industry  every 
week  since  1884. 


_ EDITORIAL _ 

REPORTER.  Great  opportunity  to  grow 
professionally  while  making  an  imme¬ 
diate  difference.  50,000  Texas  AM 
that's  aggressively  pursuing  local  news. 
Contact  James  H.  Denley,  editor,  Abilene 
Reporter-News,  101  Cypress,  Abilene, 
TX  79601 .  denley@abinews.com 

REPORTER 

The  Maryland  Gazette,  a  36,000 
circulation  semiweekly  in  Glen  Burnie, 
just  a  stone's  throw  from  Baltimore, 
seeks  aggressive  reporter  willing  to 
tackle  all  facets  of  community  news 
reporting.  Opportunity  to  move  up  to 
daily  paper  in  same  chain.  Send 
resumes  to  Bob  Mosier,  editor, 
Maryland  Gazette,  306  Crain 
Highway,  S.W.,  Glen  Burnie,  MD 
21061. 


REPORTER 

We  are  seeking  two  government 
reporters:  one  to  cover  our  state  capitol 
and  the  other  to  cover  city  and  county. 
Must  have  a  minimum  of  one  to  two 
years  reporting  experience.  Send 
resume,  clips  and  cover  letter  detailing 
salary  requirements  to  Mary  Woolsey, 
managing  editor,  Wyoming  Tribune- 
Eagle,  702  West  Lincalnway, 
Cheyenne,  WY  82001  or  fox  to  (307) 
638-7330  or  E-mail  to: 

maryw@wyomingnews.com 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  We  publish  in-depth,  well- 
crafted  stories  that  explore  the  issues, 
events  and  personalities  that  make  our 
communities  tick.  Our  stories  inform 
and  entertain  readers,  provoke  strong 
reactions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Denver,  Miami,  Phoe¬ 
nix,  Houston  and  Ft.  Lauderdale. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

PO.  Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


_ EDITORIAL _ 

SPORTS  AND  NEWS  REPORTERS: 
Openings  at  both  positions  on  our 
award-winning,  1 3,000-circulation, 
PM  daily.  We  serve  the  northeastern 
coastal  area  of  North  Carolina.  Send 
resume,  clips  to  Editor,  The  Daily 
Advance,  P.O.  Box  588,  Elizabeth 
City,  NC  27907-0588. 


SPORTS  DESK  -  The  Post-Tribune,  a 
70,000-circulation  daily  in  the  highly 
competitive  Chicago-area  market, 
seeks  a  copy  editor/designer/paginator. 
Some  daily  experience  preferred. 
Send  resume  and  not  more  than 
5  clips  to  Matt  Dorney,  sports  editor, 
Post-Tribune,  1065  Broadway,  Gary, 
IN  46402. 


SPORTS  EDITOR.  Six-day,  10,000 
afternoon  daily  in  Midwest  seeks  a 
sports  editor  committed  to  local  cov¬ 
erage  and  good  writing.  Sports  editor 
and  two  reporters  plus  a  staff  of  cor¬ 
respondents  cover  five  high  schools 
with  game  stories,  features  and  local 
columns.  We  are  located  within 
minutes  of  fishing,  boating  and  camp¬ 
ing.  We  won  several  awards  this  year. 
Knowledge  of  QuarkXPress  necessary. 
Respond  with  resume  and  clips  to  Box 
08614,  Editor  &  Publisher. 

SPORTS  MAGAZINE  EDITOR  sought 
for  specialty  publication  covering  Kan¬ 
sas  State  University  athletics.  Candi¬ 
dates  should  have  strong  sports  writing 
background;  editing  and  layout/ 
design  skills  desirable.  Send  letter, 
resume  and  clips  to  Purple  Pride, 
10983  Granada  Lane,  Overland  Park, 
KS66211.Fax:  (913)  498-1148. 


SPORTS  WRITER/COPY  EDITOR 
Sports  writer/copy  editor  needed  for 
an  immediate  opening  at  this  20,000- 
circulation  seven-day  newspaper  in 
eastern  West  Virginia,  close  to  Wash¬ 
ington,  DC  and  Baltimore,  MD.  Suc¬ 
cessful  applicant  will  have  excellent 
interviewing,  reporting  and  writing 
skills,  as  well  as  the  ability  to  paginate 
using  QuarkXPress  software.  Send 
resume  and  clips  to  Maria  Lorensen, 
editor.  The  Journal,  207  W.  King 
Street,  Martinsburg,  WV  25401 . 


_ EDITORIAL _ 

SPORTSWRITER  NEEDED  for  16,000 
circulation  paper  in  Northern  Califor¬ 
nia.  Cover  preps,  outdoors  youth  and 
adult  sports.  Send  clips,  resume  to 
Mike  DeCicco,  The  Union,  1 1464  Sut¬ 
ton  Way,  Grass  Valley,  CA  95945; 
decicco@theunion.com 
(530)  477-4240.  Available  October  1 

SPORTSWRITER 

Midsized  Midwestern  PM  seeks  a 
polished  sportswriter  with  a  strong 
background  in  editing  and  headline 
writing.  Must  have  impeccable  work 
habits  and  an  appreciation  for 
deadlines.  Desk  experience  a  plus.  In  a 
letter,  tell  me  why  you  think  you're  the 
one.  Send  the  letter,  three  work 
references,  resume  and  clips  to  Mat¬ 
thew  Arnold,  sports  editor.  The  Vin¬ 
dicator,  P.O.  Box  780,  Youngstown, 
OH  44501. 

THE  ASPEN  DAILY  NEWS,  a  12,000 
circulation  seven-day  daily,  is  seeking 
a  Special  Sectians  Editar  for  its  weekly 
entertainment  supplement  and  its  busi¬ 
ness  and  real  estate  publication.  The 
position  also  requires  12  special  sec¬ 
tions  to  be  published  annually.  Appli¬ 
cants  should  have  QuarkXPress  experi¬ 
ence,  knowledge  of  good  design, 
strong  organizational  skills,  and  be 
able  to  write  lively  and  concisely. 
Please  send  resume  and  clips  to  Caro¬ 
lyn  Sackariason,  Aspen  Daily  News, 
517  East  Hopkins  Avenue,  Aspen,  CO 
81611. 

THE  COURIER-TIMES  in  New  Castle, 
Indiana,  needs  assistant  news  editor. 
Candidate  should  have  QuarkXPress 
experience,  capy  editing  skills  and 
basic  writing  abilities.  Send  resumes  to 
Phil  Beebe,  P.O.  Box  369,  New  Castle, 
IN  47362  or  E-mail  ta: 

pbeebe@thecouriertimes.com 

THE  HOBBS  NEWS-SUN,  an  award 
winning  daily  paper,  has  an  opening 
for  a  reporter.  We  offer  excellent  bene¬ 
fits,  401  (k),  and  a  great  working 
environment.  Please  send  resume  and 
clips  to  News  Editor,  Hobbs  News-Sun, 
P.O.  Box  850,  Hobbs,  NM  88241 . 

E-mail:  news@hobbsnews.com 


TAKE  ADVANTAGE  OF  THE 
E&P/FPP  CLASSIF  ED  AD 
lOMBO  OFFER! 


ere's  your  opportunity  to  reach  CEOs,  publishers,  man¬ 
gers  and  decision  makers  in  the  specialty  and 
free  paper  industries.  Just  tell  us  to  run  your  E&P 
classified  ad  in  the  next  issue  of  FPP.  It’s  the  only 
magazine  exclusively  serving  this  fast  growing  industry. 
It's  that  simple! 

For  Rate  Information  Contact: 

Matt  Wilcox,  Classified  S3les  Representative 
Tel:  (212)  675-4380  ext.  173  •  E-mail:  mattw@medialnfo.com 


i 

t 


52  Editor  &  Publishkr 


http://www.mediainfo.com 


August  22, 1998 


1 1  W.  19th  Street  ♦  New  York.  NY  l(X)l  1  •  Phone  (212)  6754380  «  Fax  (212)  929-1259  *  ha/.clp(<f  niediainlb.c()m  •  matrwj^mcdiainlo.com 


HELP  WANTED 

EDITORIAL 


_ EDITORIAL _ 

THE  ISLAND  PACKET,  a  McClatchy- 
owned  newspaper  on  Hilton  Head 
Island,  needs  a  sports  copy  editor.  We 
seek  candidates  who  can  aggressively 
handle  copy,  write  crisp  headlines, 
and  design  pages  creatively.  Know¬ 
ledge  of  QuarkXPress  is  a  plus.  Send 
cover  letter  and  resume  to  Fitz 
McAden,  executive  editor.  Fax:  (803) 
842-8314;  postal  address:  P.O.  Box 
5727,  Hilton  Head  Island,  SC  29938. 

E-mail  address:  packet@hargray.com 

THE  POTOMAC  NEWS,  a  medium 
size  daily  in  Northern  Virginia,  seeks 
to  fill  the  positions  of:  COPY  DESK 
CHIEF,  COPY  EDITOR,  ASSISTANT 
NEWS  EDITOR,  EDITORIAL  PAGE 
EDITOR  and  NEWS  REPORTER.  QuarkX- 


news  editor,  Potomac  News,  P.O.  Box 
2470,  Woodbridge,  VA  22193. 

THE  SAVANNAH  MORNING  NEWS, 
an  80,000  circulation  daily  striving 
to  be  the  best,  is  looking  for  enthusias¬ 
tic  and  talented  business  reporter 
who  can  be  a  team  player  as  the  news¬ 
paper  expands  its  business  cover¬ 
age.  We  reward  initiative,  innovation 
and  reader-orientation.  Two  years 
daily  experience  preferred.  Send 
letter,  resume,  writing  samples  to 
Steve  Thomas,  government  and 
business  editor.  The  Savannah  Morning 
News,  P.O.  Box  1 088,  Savannah,  GA 
31402. 


THE  SIOUX  CITY  JOURNAL  has  an 
immediate  opening  for  a  Business 
Editor.  Good  salary  and  benefits. 
Duties  include  writing,  editing  and 
page  layout.  Produce  a  Sunday  section 
and  2  weekly  pages  plus  a  monthly 
tabloid.  Macintosh  computer  skills  and 
knowledge  of  QuarkXPress  helpful. 
Send  resume  and  work  samples  to 
Larry  Myhre,  editor.  The  Journal,  P.O. 
Box  1 1 8,  Sioux  City,  lA  51  1 02.  Phone 
(712)  293-4201.  The  Journal  is  an 
equal  opportunity  employer  and 
requires  a  pre-employment  post  job 
offer  drug  screen  and  physical. 

THE  SPECTRUM,  a  25,000  AM  news¬ 
paper  in  Southern  Utah  needs  a  goal- 
oriented  sports  designer/reporter.  Job 


and  you  want  to  win  awards,  contact 
Steve  Kiggins,  sparts  editor,  275  E.  St. 
George  Boulevard,  Saint  George,  UT 
84770,(435)674-6233; 

skiggins@thespectrum.com 

THE  ST,  JOSEPH  NEWS-PRESS  is 
accepting  resumes  and  clippings  for 
beginning  and  experienced  reporters 
for  both  immediate  and  future  open¬ 
ings,  A  variety  of  beats  and  assign¬ 
ments  are  open  on  this  award-winning 
daily,  located  in  an  affordable  and  his¬ 
toric  city  near  Kansas  City.  Reply  to 
Executive  Editor  Bob  Unger,  P.O.  Box 
29,  St.  Joseph,  MO  64502  or  respond 
by  E-mail  to:  bobu@npgco.com 


_ EDITORIAL _ 

THE  ST.  LOUIS  Post-Dispatch  is  seeking 
an  experienced  science  journalist  to 
lead  a  team  of  six  to  eight  reporters  cov¬ 
ering  science,  health  (including  medi- 
cineT  and  technology.  This  team  leader 
will  help  direct  and  shape  the  newspa¬ 
per's  coverage  of  science,  ranging 
from  the  Human  Genome  Project  to  the 
development  of  an  international  plant 
science  center  to  AIDS  research  to  roin 
forest  biodiversity  to  how  health- 
insurance  changes  impact  families. 
Applicants  should  have  a  strong  back¬ 
ground  in  science  journalism,  line¬ 
editing  and  newsroom  leodership.  A 
background  in  science  is  a  plus. 
Interested  applicants  should  send  a 
cover  letter,  clips  demonstroting 
science  reporting  and/or  editing  and  a 
resume  with  references  to  Cynthia 
Todd,  director  of  recruitment,  St.  Louis 
Post-Dispatch,  900  North  Tucker  Bou¬ 
levard,  St.  Louis,  MO  63101.  The 
deadline  for  applications  is  September 
7,1998. _ 

WRITERS/REPORTERS 
Place  yaur  resume  and  clips  online  and 
open  your  work  to  the  world! 

www.eclips2000.net 

INFORA^TION  SYSTEMS 

CNI  CORPORATION,  a  computer  inte¬ 
gration  company  that  services  the 
newspaper  industry  is  seeking  individ¬ 
uals  for  positions  in  systems  integra¬ 
tion.  Condidates  must  be  experienced 
in  newspaper  work  flow  and  capable 
in  MS  Ward  and  QuarkXPress.  Novell 
and/or  MS  Networking  experience  is 
desirable.  Nationwide  travel  is  required. 

E-mail  resume  to:  hr@cnicorp.com 
Please  include  your 

name  on  the  subject  line. 


INFORMATION  SYSTEMS 

CIRCULATION  INFORMATION 
SYSTEM  MANAGER 

The  Virginian-Pilot  has  an  opening  for 
a  Circulation  Information  System  Man¬ 
ager.  This  position  will  be  responsible 
for  utilization  of  GEAC's  World  Class 
series  circulation  system.  The  position 
will  be  responsible  for  user  support, 
data  management,  and  helping  circula¬ 
tion  with  sales  and  marketing  analysis. 
Other  duties  will  include  subscriber 
sales  and  retention  anolysis  utilizing 
our  VisionShift  database  marketing 
system. 

The  candidate  must  have  a  proven 
record  of  accomplishments  using 
GEAC's  circulation  system  and  a  work¬ 
ing  knowledge  of  Microsoft  Access  and 
Excel.  Knowledge  of  Mapinfo  and/or 
UNIX  is  desired  but  not  necessary. 

Come  see  why  Money  Magazine 
recently  selected  Norfolk/Virginia 
Beach  as  the  #1  metropolitan  area  for 
quality  of  life. 

Interested  candidates  should  submit  a 
resume  to: 

Pam  Smith-Rodden 
Circulation  Director 
The  Virginian-Pilot 
1 50  West  Brambleton  Avenue 
Norfolk,  VA  23501 

Fax:  (757)622-2591 

An  Equal  Opportunity  Employer 


Press  experience  and  headline  writing 
flair  essential  for  editing  slots.  Report¬ 
ing  slots  call  for  aggressive,  tenacious 
team  players.  Apply  to  Pamela  Gould, 


will  include  two  nights  on  desk  and  cov¬ 
erage  of  preps,  juco  and  community 
sports.  If  you're  looking  for  a  challenge 


THE  MISSOULIAN,  western  Montana's 
leading  daily  newspaper,  has  two 
openings. 

GA/WEEKEND  REPORTER 
We  need  a  combination  general 
assignment-weekend  reporter  to  work 
a  Wednesday-through-Sunday  night 
shift.  This  energetic,  flexible,  self-starter 
will  cover  breaking  news  and  weekend 
cops  os  well  as  help  with  arts  and  enter¬ 
tainment  and  University  of  Montana  cov¬ 
erage. 

BIHERROOT  VIEW  BUREAU  CHIEF 
The  Bitterroot  View  is  a  community- 
oriented  paper  published  by  the 
Missoulian  and  zoned  to  Ravalli 
County,  the  fastest  growing  area  in 
Montana.  The  View  is  expanding  to 
twice  a  week.  We  need  a  Jack  or  JNl  of 
all  trades  to  manage  a  staff  of  three 
part-time  reporter-photographers,  orga¬ 
nize  and  edit  the  View  as  well  as 
write  stories  for  each  edition.  An  ideal 
opportunity  for  a  seasoned  reporter 
who  wants  to  move  up  or  an  editor 
who  wants  to  get  back  into  the  field 
and  do  some  writing. 


Don't  miss  the 
Help  Wanted 
ads  in  this  week's 

RECRUITMENT 

SECTION 

See  pages  20  thru  25 


American  Banker  St3rlMbUn6 


The  View  competes  with  an  increas¬ 
ingly  aggressive  five-day-a-week  com¬ 
munity  newspaper  and  a  good  weekly. 

To  apply  for  either  position,  submit  a 
cover  letter,  a  resume  and  appropriate 
work  samples  to: 

Bobbie  Engelstod 
Human  Resource  Manager 
Missoulian 
P.O.  Box  8029 
Missoula,  MT  59807 

Application  Deadline:  September  4 


ADN 

Anchorage  Daily  News 


Sun-Sentinel 


BiMiapcanciBacIflG 


Ihe  University  of 

I  Montana 
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HELP  WANTED 


_ MARKETING _ 

DATABASE  MARKETING  MANAGER 

The  Virginian-Pilot  has  an  opening  for 
a  Database  Marketing  Manager.  This 
position  will  be  responsible  for  building 
a  marketing  database  utilizing  GEAC's 
VisionShift  database  management 
system.  The  position  will  be  responsible 
for  creating,  maintaining  and  measur¬ 
ing  the  results  of  targeted  subscriber 
sales  and  retention  campaigns.  Other 
initiatives  will  be  aimed  at  generating 
incremental  advertising  revenue  utiliz¬ 
ing  targeted  soles.  Initial  projects  will 
include  linking  all  internal  databases  to 
the  VisionShift  system,  selecting  and 
importing  external  data  as  appro¬ 
priate.  Later  projects  will  be  aimed 
at  utilizing  the  database  to  gen¬ 
erate  additional  revenue  and  sub¬ 
scriber  retention. 


_ PHOTOGRAPHY _ 

PHOTO  EDITOR 

Talented  photojournalist  who  can  help 
staff  this  50,000  Texas  AM  grow  and 
excel.  Good  shooting,  editing,  lead¬ 
ership  skills.  Proficient  with  film  and 
digital.  Contact  James  H.  Denley, 
editor,  Abilene  Reporter-News,  100 
Cypress  Street,  Abilene,  TX  79604. 
denleyj@abinews.com 

CREATIVE  AND  AMBITIOUS  photog¬ 
rapher  wanted  at  rural  daily  in  Elko, 
NV.  Job  includes  competitive  salary, 
health  insurance  and  profit  sharing. 

Fax  resume  to:  (702)  738-2215 

PHOTOGRAPHER  -  Staff  Photographer 
wanted  for  a  90,000  daily  and  Sun¬ 
day  newspaper  in  Northeast,  Ohio. 
Please  send  resume  and  clips  to  Robert 
K.  Yosay,  chief  photographer.  The  Vin¬ 
dicator,  Vindicator  Square,  Youngstown, 


_ PREPRESS _ 

COMPOSITION  MANAGER 

Immediate  opportunity  for  experienced 
newspaper  composition  department 
manager.  Large,  Zone  2  weekly.  Must 
be  well-versed  in  Moc  applications: 
QuarkXPress,  Photoshop,  etc.,  for  ad 
and  news  pagination,  and  in  tradi¬ 
tional  composition  and  process-camera 
operations.  We  are  looking  for  a 
dynamic  leader  to  provide  direction  for 
staff  of  20+  dedicated  employees.  Flex¬ 
ibility,  productivity,  quality,  timeliness, 
customer  satisfaction  are  top  priorities. 
Attractive  compensation  and  relocation 
package.  Resumes,  with  salary  history 
to  Suffolk  Life  Newspapers,  P.O.  Box 
9167,  Riverhead,  NY  11901,  or  FAX 
(516)  369-5930,  attn:  IBK. 

PRESSROOM 

COMMERCIAL  PRINTER  looking  for 
single  width  web  offset  press 
operators.  We  print  lots  of  color  and 
are  growing  over  20%  per  year. 
Supervisory  opportunities.  Full  benefits. 
Send  resume  to  Personnel  Department, 
P  &  P  Press,  Inc.,  651 3  N.  Galena  Road, 


PRODUaiON/TECH 

PRODUaiON  SYSTEMS  MANAGER 

North  Platte  Telegraph,  a  1 4,500 
circulation  daily  newspaper  located  in 
West  Central  Nebraska,  has  an 
immediate  need  for  a  Production 
Systems  Manager.  This  challenging 
position  requires  a  person  with  proven 
skills  in  reproduction  of  the  daily 
newspaper,  Web  offset.  Commercial 
Printing,  utilizing  extensive  process 
color.  This  position  is  also  responsible 
for  all  post-press/ mailroom  processes, 
staffing  and  equipment  operation  and 
maintenance. 

Interested  candidates  should  have  three 
to  five  years  newspaper  production 
experience.  Experience  with  Harris 
V.22  or  similar  presses  is  a  plus! 

We  offer  a  competitive  wage  and 
comprehensive  benefit  package  includ¬ 
ing  health/dental  benefits,  paid  vaca¬ 
tion  and  holidays,  401  (k)  and  educa¬ 
tional  reimbursement. 


The  candidate  must  have  a  proven 
record  of  accomplishments  in  targeted 
sales  campaigns  and  strong  inter¬ 
personal  skills.  Demonstrated  knowl¬ 
edge  of  Microsoft  Access  and  Excel 
or  VisionShift  is  highly  desired  but 
not  required.  Knowledge  of  Mapinfo  is 
a  plus. 

This  is  a  high  visibility  position  with  lots 
of  room  to  grow.  The  successful  candi¬ 
date  will  have  an  opportunity  to  create 
a  database  marketing  effort  from  the 
ground  up.  Come  see  why  Money 
Magazine  recently  selected  Narfolk/ 
Virginia  Beach  as  the  #1  metropolitan 
area  for  quality  of  life. 

Interested  candidates  should  submit  a 
resume  to: 

D.R.  Carpenter  III 
Vice  President/ General  Manager 
The  Virginian-Pilot 
1 50  West  Brambleton  Avenue 
Norfolk,  VA  23501 

Fax.  (757)  622-2591 
An  Equal  Opportunity  Employer 
IBD 

America's  fastest  growing  daily  news¬ 
paper  is  seeking  an  experienced 
marketing  executive  to  join  our  team  in 
Los  Angeles.  Qualified  applicants  must 
have  5+  years  in  the  newspaper  indus¬ 
try  working  on  a  variety  of  direct 
marketing  campaigns  and  high  level  pro¬ 
motions,  with  a  proven  record  of  suc¬ 
cess.  Some  copy  writing  experience 
would  be  helpful.  Applicants  must  have 
a  bachelor's  degree.  Compensation  is 
commensurate  with  experience.  If  you 
are  a  highly  motivated  individual, 
driven  to  succeed,  please  send  a  cover 
letter  and  resume  to  Investor's  Business 
Daily,  Dept.  E&P,  12655  Beatrice 
Street,  Los  Angeles,  CA  90066  or  Fax: 
(310)  448-6803.  Please,  no  phone 
calls. 


Often  the  test  of  courage  is  not  to  die, 
but  to  live 

Conte  Vittorio  Alfieri 
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QH  44501 . 

Editor  &  PuBusHER 

The  communication  link 
of  the  newspaper  industry 
every  week  since  1 884. 

PRODUaiON/TECH 


Peoria,  IL61614. 

PRESS  OPERATOR 

Advancement  opportunity,  excellent 
benefits,  401  (k),  clean  modern  facility, 
great  pay.  Applicants  should  have 
Goss  Community  or  similar  press  run¬ 
ning  experience.  Send  resume  or  call 
CM  Printing,  5253  Sinclair  Road,  Col¬ 
umbus,  OH  43229.  (614)  885-6020. 
All  replies  confidential.  EOE 


PRODUCTION/TECH 


If  this  position  interests  you,  please 
send  a  resume  and  salary  requirements 
to: 

Larry  Shearer,  Publisher 
Production  Systems  Manager 
North  Platte  Telegraph 
P.O.  Box  370 
North  Platte,  NE  69103 
FAX:  (308)  532-9268 

SALES 

NVS  is  a  leading  technology  provider 
to  the  publishing  industry.  We  are 
known  for  our  ethical  partnership  style 
approach  to  sales,  commitment  to  our 
word,  superior  products,  marketing 
and  direction.  Our  business  focus  is 
voice  personals  with  a  product  line  that 
includes  state  of  the  art  audiotex 
sytems  including  real  estate  lines  and 
carlines.  Our  popular  personals 
internet  site  leads  the  industry,  provid¬ 
ing  our  partnering  papers  with  high 
traffic  and  in-demand  content. 

We  are  building  a  sales  team  for  an 
exciting  new  business  opportunity  for 
the  publishing  industry.  We  want 
highly  motivated  self-starters  who  can 
advise  as  well  as  sell.  Candidates  must 
have  direct  sales  experience  and  knowl¬ 
edge  and  relationships  within  the  pub¬ 
lishing  industry.  Relocation  is  not 
required. 

If  the  opportunity  to  be  on  the  cutting 
edge  of  new  technology  interests  you, 
we  can  provide  maximum  satisfaction 
and  compensation  in  return  for  energy 
and  motivation. 

Send  inquiries  to  Lynda  Maywalt,  Vice 
President,  Newspaper  Voice  Services, 
1  1  50  Wehrle  Drive,  Williamsville,  NY 
14221.  Call  (71 6)  626-1870  or  E-mail 
mmaywalt@date-maker.com 


SOFTWARE  SALES 
TO  THE  NEWSPAPER  INDUSTRY 
Manufacturing  Rep.  -  Distributor 
Presentation  expert  enables  field  level 
mapping,  counts,  pricing  for  preprint 
insert  sales.  New  product,  fantastic 
initial  response.  Need  someone  to 
show  and  tell. 

E-mail:  sales@willowbend.com 
Call:  (972)  248-0451 


Production  Manager. 


Dow  Jones  &  Company,  publisher  of  The  Wall  Street  Journal, 
has  an  immediate  opportunity  for  a  Production  Manager. 
Working  out  of  our  suburban  Princeton,  NJ  printing  plant,  you 
will  be  responsible  for  managing  all  aspects  in  the  printing  of 
The  Wall  Street  Journal,  Barron's,  National  Business 
Employment  Weekly  and  other  Dow  Jones  print  products. 

You  will  manage  a  production  workforce  along  with  meeting/ 
exceeding  production  objectives  with  our  subscribers  and 
advertisers.  In  addition,  administrative  duties  include  providing 
production  reports,  reviewing  and  approving  department 
purchases,  planning  and  implementing  print  plant  maintenance 
and  security,  and  providing  a  safe  and  productive  environment 
through  implementing  and  managing  all  company  safety  and 
environmental  related  policies,  plans  and  directives. 

The  ideal  candidate  must  have  prior  management  experience  in 
newspaper  print  publication  and  excellent  leadership  abilities, 
as  well  as  experience  managing  in  a  union  environment. 
Bachelor’s  degree  is  required,  along  with  excellent  oral  and 
written  communication  skills. 

We  offer  competitive  compensation,  excellent  benefits  and 
advancement  opportunities.  For  consideration,  please  mail/fax 
resume  including  salary  requirement  to: 


Dow  Jones  &  Company 
Staffing  Dept.  AWH/LH 
PO  Box  300,  Bldg.  3 
Princeton,  NJ  08543 
FAX:  609-5204124 
e-mail:  allen.huieOdowjones.com 
Equal  Opportunity  Employer 
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CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday's  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 


LINE  AD  RATES 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.15 

2  weeks  . $9.85 

3  weeks  . $8.60 

4  weeks  . $7.45 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.20 

2  weeks  . $4.35 

3  weeks  . $3.60 

4  weeks  . $3.35 


POSITIONS  WANTED 

ADMINISTRATIVE 

EDITORIAL 

CARING,  Community-minded,  well- 
rounded,  profitable  Publisher.  Employed. 
Sweat  equity?  Will  relocate. 

Reply  ^x  08592,  Editor  &  Publisher. 

GET  THE  BEST 

Professional  with  managerial,  editarial, 
page  design/layout  and  pagination 

CONTROLLER  SEEKS  challengina  posi¬ 
tion.  15  years  (multi-pub  &  mufti-site) 
solid  Publishing  Industry  experience 

experience  seeks  a  job  in  the  Balti¬ 
more/DC  area.  Available  immediately. 

Call  Margo,  (301)872-0307. 

with  Southern  CA  group  of  newspa¬ 
pers,  circulation  130K.  Strong  skills  in 
aeguisitions,  mergers  and  JOA,  finan¬ 
cials,  budgeting  and  communications. 
Will  consider  relocation.  Peter  (714) 
897-0706  sunsuki@aol.com 

NOVELIST  SEEKS  COLUMN.  Writes 
humor,  living,  features,  more.  Open  to 
suggestions.  Experienced  page  designer. 

(305)  759-4029. 

adlib@herald.infi.net 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $9.50 

2  weeks  . $8.40 

3  weeks  . $7.35 

4  weeks  . $6.35 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 2.60  per  insertion 
Positions  Wanted  -  Add  $6.30  per  insertion  USA 
All  international  box  reply  -  $27.50 


DISPLAY  AD  RATES 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $11  Opel 

2-5  weeks . $105  pci 

6 -13  weeks . $100  pci 

14-26  weeks . $  95  pci 

27-52  weeks . $  90  pci 


PAYMENT 


Make  check  payable  to  EdItor&  Publisher 

nmggi _  MHjM  or  charge  to  your  American  Express. 

V7S<V  MasterCard  or  Visa.  Please  supply  name 

mtsmsi  on  card,  account  number,  expiration  date 

and  card  holder’s  signature. 

Please  note:  International  ads.  new  accounts  and  positions  wanted  ads  must  pre-pay. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  display  ad  copy  specifications  and  procedures 

MAIL;  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
mattw@mediainfo.com 
eileenl@mediainfo.com 


OUESTIDNS? 


VOICE:  (212)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Matt  Wilcox  /  Extension  173 
Eileen  Long/ Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


CIRCULATION 


EXPERIENCED  Circulation  Director 
seeks  new  challenge!  Strong  Manage¬ 
ment,  Budgeting  and  Marketing  skills.  I 
am  a  goal-oriented  manager  that  encour¬ 
ages  teamwork.  Will  rdocate  for  the 
right  opportunity. 

Call  Charles  at  (978)  582-7948 


EDITORIAL 


16-YEAR  SPORTSWRITER,  11 -year 
NFL  beat  man  seeks  writing,  editorial 
position.  Online  experience.  Reply  to 
Box  08615,  Editor  &  Publisher. 


EXPERIENCED  award-winning  editor/ 
writer  seeks  new  career  challenge  with 
specialty  publication. 

(305)  891-2595 


INNOVATIVE  WRITER  whose  stories 
have  been  nationally  syndicated  seeks 
fresh  writing  opportunity.  Reply  to  Box 
08605,  Editor  &  Publisher. 


SEEKING  CHANGE  OF  scenery.  Expe¬ 
rienced  editor/reporter  seeks  editorial 
position  with  top-quality  community 
paper.  Zone  5.  Dave  (31 9)  653-7482. 


SEMINARY  GRADUATE  seeks  to  com¬ 
bine  22  years  in  daily  journalism 
(reporting  to  editorships)  with  people's 
growing  interest  in  spirituality,  religion. 
Embracing  orientation;  multifaith  aware; 
flexible  in  media;  Reply  to  Box  08608, 
Editor  &  Publisher. 

SPORTS  WRITER.  Five  years  experi¬ 
ence.  QuarkXPress  knowledge.  Focus 
of  preps.  Will  relocote.  Prefer  Zone  5. 
Call  Keith  (81 0)395-721 5. 


TRAVEL  WRITERS  WANTED 


TRAVEL  photographer  seeks  writers. 
For  Newspapers,  magazines,  books. 
Jeff  (973)  575-1005 


Attention:  Positions  Wonted  Advertisers 
For  quicker  placement,  you  con  Fox  or  e-mail  your 
I  Positions  Wanted  ad  along  with  your 

I  Visa/MasterCard/American  Express  card 
j  number  and  expiration  date. 

I  (212)929-1259  or  E-mail;  mattw@mediainfo.com 
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The  Unterrified  Democrat 
And  Other  Exotic  Papers 


The  next  time  you’re  taken 
to  task  over  media  sympathy 
for  “welfare  cheaters,”  remind 
them  of  one  daily  newspaper 
that  would  seem  to  hold  freeloaders  in 
contempt. 

It’s  the  Tiller  &  Toiler  of  Earned, 
Kan. 

On  the  other  hand,  when  you’re 
told  that  Republicans  can’t  get  a  fair 
shake,  you  may  not  want  to  remind 
them  of  the  Unterrified  Democrat  of 
Linn,  Mo. 

The  newspaper  business  has  a  long 
history  of  wt)nderfull\'  exotic  names, 
most  of  which  date  to  the  1 9th  centu¬ 
ry.  But  they  are  an  endangered  species 
that  is  seemingly  not  able  to  repro 
duce,  particularly  on  the  daily  level. 

Consider  the  many  free  dailies  that 
have  come  down  the  slopes  at 
Colorado’s  ski  resorts:  The Daily 
News,  the  Aspen  Times  and  the 
Summit  Daily  News  of  Frisco.  At  least 
the  editors  in  'Eelluride  had  the  sense 
to  look  to  Clark  Kent  for  inspiration 
with  their  Telliiride  Daily  Planet. 

When  Vail  got  a  daily,  it  was  the  so- 
predictable  Daily  News.  But  readers 


Sullivan  is  the  deputy  Pennsylvania 
editor  of  the  Philadelphia  Incpiirer. 
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can  now  get  a  lift  from  the  Daily  Trail 
as  well.  Alas,  the  Steamboat  Pilot  in 
Steamboat  Springs  must  have  felt  pres¬ 
sure  to  bring  its  new  daily  product  into 
the  20th  century.  It  renamed  itself 
Steamboat  Today  —  a  mixed 
metaphor,  if  you  think  about  it  literally. 

With  the  raft  of 
Newses,Timeses  and 
Todays  that  have  float¬ 
ed  through  the  last 
decades,  it’s  hard  to 
remember  that 
Pharoses,  Pantagraphs 
and  Videttes  were 
once  names  of  choice. 

What’s  even  worse 
is  that  some  newspa¬ 
pers  that  have  had  dis¬ 
tinctive  brands,  to  use 
today’s  terminology', 
seem  to  be  running  away  from  them. 

Even  connoisseurs  of  unusual  names 
will  cttmprehend  why,  when  the  pub¬ 
lishers  in  Sulphur,  La.,  decided  to  go 
daily,  they  changed  their  Southwest 
Builder  into  the  Southwest  Daily  News: 
“Gee,  that  must  be  a  paper  for  contrac¬ 
tors,”  new  readers  would  have  said,  and 
moved  on.  And  in  an  era  when  AT&T 
faces  competition  from  Joe’s  Corner 
Phone  Co.,  the  bosses  in  Bloomington, 
Ind.,  may  be  forgiven  for  abandoning 
the  name  Herald-Telephone  because 
too  many  callers  believed  they  were  ttn 
the  line  with  MCI. 

But  was  it  necessary  to  stop  blowing 
the  horn  for  the  Camdenton  Reveille 
in  Missouri  and  make  it  into  the  Lake 
Sun  Leader?  Or  tt)  bid  for  respectability' 
in  Fort  Walton  Beach  by  renaming  the 
Playground  Daily  News  the  Northwest 
Florida  Daily  News?  Perhaps  a  publish¬ 
er  could  now  start  the  Playground 
Reveille.  Chances  are  it  would  just  be 
named  Playground  Today. 

(One  can  be  too  absurd.  Lewes, 

Del.,  briefly  had  the  Daily  Wlnde. 
“Governor,  this  is  Jane  Smith  of  the 
Daily  Whale"?  An  albatross  around  her 
neck.  And  perhaps  the  failure  of  the 
newspaper  in  Cobleskill,  N.Y.,  could  be 
traced  to  reporters’  unwillingness  to 
work  for  a  Daily  Editor.') 

It’s  not  just  eccentricity'  that  has 


been  lost.  Some  names  changed 
through  merger  had  a  weightiness  we 
can’t  re-create. There’s  still  the  Daily 
American  Republic  to  lend  dignity 
beyond  its  size  to  Poplar  Bluff,  Mo.  But 
the  Fort  Smith, Ark.,  Sot/ffeM’cxf 
American  is  now  just  the  Southwest 
Times  /?ecorrf.  Which 
sounds  more  authorita¬ 
tive  to  you? 

I  know,  lots  of 
money  and  effort  has 
been  invested  in  the 
Titties  Record  brand, 
and  new  arrivals  in 
town  would  probably 
respond  even  better  to 
a  Fort  Smith  Daily 
Times  because  it  would 
be  instantly  identifi¬ 
able.  Maybe  even  Fort 
Smith  Today.  Still,  do  readers  in 
Eureka,  Calif.,  really  feel  that  the  this- 
could-be-any'where  Times-Standard 
sounds  better  than  the  old  Humboldt 
Standard? 

This  sort  of  masthead  bowdlerism 
can  be  done  with  the  best  of  inten¬ 
tions.  The  Alaska  Empire  may  not  have 
said  exactly  where  it  was  from,  but  the 
current  Juneau  Empire  could  be  a 
shopping  mall.  Alaska  IS  an  empire. 
Where’s  the  problem? 

Note  to  publishers;  It’s  never  too 
late. Talladega, Ala.,  has  long  read  its 
Daily  Home,  but  would  Talladegans 
defect  if  they  were  again  treated  to 
their  paper  under  its  warmly  friendly 
original  name.  Our  Mountain  Home? 
After  all,  the  island  of  Kauai  in  Hawaii 
seems  to  thrive  with  the  Garden 
Island. Nnd  is  Hazleton,  Pa.,  too  wed  to 
its  merged  Standard-Speaker  to  hear 
the  news  once  more  from  the  Public 
Speaker? 

In  fairness,  the  United  States  is 
blessed  with  names  to  be  savored.The 
same  few  titles  pop  up  for  newspapers 
around  the  globe.  San  Jose  has  its 
Mercury,  as  do  Hobart,Tasmania,  and 
Santiago,  Chile  (E7  Mercurio),  and 
Munich,  Germany  (Munchner  Merkur). 
The  Times  passes  in  Bogota  (£/ 

Tiempo)  as  well  as  New  York,  and  the 
(See  Shop  Talk  on  page  42) 


The  newspaper 
business  has 
a  long  history  of 
wonderfully 
exotic  names. 
But  they  are 
an  endangered 
species. 
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Showcase  your 
Media  kit 
Where  It  Counts 


HELP  YOUR  MULTI-MARKET  ADVERTISING  PROSPECTS. 

Get  your  sales  materials  in  front  of  them  as  never  before. 


Media  Passage  introduces 
Media  Kits  Online™.  An  exclusive, 
free  service  for  multi-market  newspaper 
advertisers  and  media  planners. 

As  a  new  feature  of  the  popular 
"Advertiser  and  Newspaper  Meeting 
Place"  web  site,  your  newspaper's  media 
kit  will  be  presented  to  active  ad  buyers. 

A  complete  profile  of  your 
newspaper  will  be  a  click  away. 
New  search  functions  will  allow 


advertisers  to  zero  in  on  special 
sections  by  subject  and  date.  Position 
opportunities  will  also  be  searchable  in 
the  database.  Advertisers  can  even 
directly  e-mail  your  ad  department  with 
specific  queries. 

Easy  to  find,  easy  to  use,  it's  the  industry's 
proven  advertising  information  resource. 

Register  now  and  post  your  kit  online, 

FREE  for  one  year.  Call  or  visit  us  online  for 
registration  information  and  materials. 


mediapassage 

Planning,  Placement  &  Payment  Services 

www.mecliapassage.com 

800-996-8MPI 


THE  POWER  OF  NEWSPAPERS  WITHOUT  THE  MESS! 


These  editors  lead  two 
of  the  most  important 
professional  associations 
in  the  industry 


Editor  &  Publisher 
Reid  MacCiuggage 

President, 
Associated  Press 
Managing  Editors 
association  (APME) 


Editorial  Page  Editor 
Morgan  McGinley 

President, 

National  Conference 
of  Editorial  Writers 
(NCEW) 


and  they’re  both  at  The  Day, 
eastern  Connecticut’s  leading  newspaper. 


With  the  expertise  of  leaders  like  MacCiuggage  and  AAcGinley 
and  the  talents  of  a  committed  staff,  The  Doy  will  continue  the 
tradition  of  excellence  and  beneficence  established  in  1881 


Congratulations  from  the  Board  of  Directors 
of  The  Day  Publishing  Company. 


MacCiuggage  and  McGinle/  invite  APME  and  NCEW  members  to  atterd  their  annual  meetings; 

APME  Conference 

October  14-17, 1998  •  Disneyhnd  Hotel  •  Anaheim,  California 
for  information:  402/444-KXX) 

NCEW  Amual  Convention 

September  23-26, 1998  •  Chateau  Laurier  •  Ottawa,  Canada 
for  information 301/984-3015 


New  London,  Connecticut 


I  nn-r  fc' 


